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Rough Proofs 


Just to show how tough the times 
are, the oil companies have to spend 
money advertising in order to get 
customers to accept free service 
without kicking about it. 


, 


Ben Bernie and Walter Winchell 
are having a merry battle, via the 
radio and the newspapers, and Blue 
Ribbon Malt doesn’t object a bit. 
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A prominent newspaper represen- 
tative says the reason for the dif- 
ferential in favor of retail advertis- 
ing is the greater reader interest 
which it has with the shoppers. 
Have the department stores been 
told about this? 


vgv¥sesy 


If the big stores found out how 
highly their copy is regarded by the 
publishers, they might decide to ask 
the newspapers to pay them for the 
privilege of publishing it. 
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They are talking now about sell- 
ing an automobile through a big 
mail-order house. But when the cus- 
tomer demands, “How much for the 
old bus?” what will the catalog say? 


a ae ae 


A radio production director says 
that actors are known to be tempera- 
mental and advertisers are suspected 
of being so. The chap who pays the 
bills is one of the few who can at- 
ford to admit that they possess the 
artistic temperament. 
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“Bill” Merrill, Chicago district ad- 
vertising manager for Westinghouse, 
won a Majestic radio set offered as 
an attendance prize by the Chicago 
Advertising Council. If this had 
happened a year ago, think of all 
the eyebrow-raising that would have 
been noted at East Pittsburgh. 
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Some people are still unwilling to 
admit that beer is coming back, but 
there are at least five who are ab- 
solutely convinced that it is. To 
prove their point, they are starting 
papers devoted to the industry. 


a 


The rush to establish brewing pub- 
lications is so great that the only 
limitation which may be placed upon 
this publishing activity is the short- 
age of names containing the words 
“brewing” or “brewery.” 


_ - 


Even if beer comes back as of 
yore, the coopers are going to be 
Worried by the task of making kegs 
for non-intoxicating brew, because 
ma they know that every one of them 
| Will have to be tight. 
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At least one forgotten man has 
been remembered by the newspaper 
Circulation managers—the stamp col- 
lector. And wasn’t he surprised 
me When he was rolled out of his cotton 

batting and moth-balls. 
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Some radio people are bughouse 
Over sound effects, says a radio pro- 
duction man. And so are some of 
the listeners. 

Copy Cus. 


FREE BANK AND 
30-DAY TRIAL 
AID G-E SALES 


To Extend New York Test 
to National Market 


New York, Dec. 1—A test cam- 
paign here on General Electric re- 
frigerators, featured by the empha- 


Successful in promoting G-E re- 

frigerator sales in New York, this 

bank will be featured nationally next 
year. 


sis put on offers of a free bank and 
free 30-day trial in newspaper adver- 
tising, has proved so successful that 
it is planned to repeat it nationally 
in the spring drive. E. H. Campbell, 
sales promotion manager of Rex 
Cole, Inc., metropolitan distributor 
of G-E products, and Maxon, Inc., 
agency for both the distributor and 
the manufacturer, were in charge. 

The campaign was cast as a con- 
test extending from Oct. 10 to Nov. 
5, the period when refrigerator sales 
are lowest for the year. Due to the 
30-day trial offer, however, the cam- 
paign really embraced another four 
weeks. 

This distributor’s October business 
in former years averaged 19.7 per 
cent less than September sales. This 
year October sales increased 16.2 per 
cent over September, making a gross 
gain of 35.9 per cent. As the num- 
ber of refrigerators placed on trial 
increased in the same ratio as sales 
during the contest period and as the 
percentage of sales closed from trials 
continued to average better than 90 
per cent, a substantial gain was also 
made in November. 


Advertising Gets Credit 


Advertiser and agency attribute 
the results almost entirely to news- 
paper advertising and the type of 
copy appeals, the only other factors 
being a routine salesmen’s contest 
and the customary monthly direct 
mail campaign, in this instance 50,- 
000 one-cent postals. 

The newspaper campaign consisted 
of two pieces of copy inserted on suc- 
cessive days in four papers, a total 
of eight advertisements. The sched- 
ule for the first began on Oct. 10, 
the start of the campaign, and for 
the second on Oct. 25. The list com- 
prised the News, Evening Journal, 
World-Telegram and Evening Sun. 

The first advertisement, 1,350 
lines, put emphasis on the bank first, 
the 30-day trial offer second and the 
refrigerator third. The second, 840 


(Continued on Page 12) 


600 Newspapers Introduce 
Unusual New Product 
to Motorists 


Kansas City, Mo., Dec. 1.—‘Tailor- 
made gasoline,” exactly suitable for 
the territory in which it is sold, is 
heralded with the launching this 
week of a five-weeks campaign in 600 
newspapers in its middle west dis- 
tributing territory by Skelly Oil 
Company, on behalf of its new “high 
test and high anti-knock all in one 
gasoline.” 

The newspaper campaign, which 
calls for two insertions each week 
during the intensive introductory 
drive, with full pages the first week, 
and smaller space later, is the back- 
bone of a co-ordinated attack on the 
market which includes extensive 
point-of-purchase material, co-opera- 
tion with dealers, research, etc. The 
campaign was planned and is being 
executed by C. R. Ball, Skelly adver- 
tising manager, with the co-operation 
of Ferry-Hanly Advertising Com- 
pany, Kansas City, the company’s 
agency. 


Develop Unique Idea 


The basis for the smashing cam- 
paign on the new product was the 
novel approach made by W. G. Skelly, 
president of the company, to the 
whole subject of gasoline production 
for motorists. He conceived the idea 
that research on the use and charac- 
teristics of gasoline should be con- 
ducted from the standpoint of condi- 
tions facing the actual users, rather 
than from the “ideal” standpoint of 
the laboratory. 

The company therefore equipped 
two used cars with elaborate para- 
phernalia devised to obtain data on a 
large number of items, and eight 
months ago sent them traveling over 
some of the states of the Skelly ter- 
ritory. In each car was a driver and 
a research engineer, the latter hav- 
ing charts to fill on which 44 nota- 


Skelly in Huge Campaign 
On “Tailor-Made” Gasoline 


STIRS INTEREST 


This teaser copy in newspapers her- 
alded the smashing Skeliy campaign 
on its "tailor-made" motor fuel. 


tions were made every 15 minutes. 

There were gallon tanks with dif- 
ferent makes of gasoline including 
the Skelly Aromax; numerous tem- 
perature recording devices for show- 
ing simultaneously the temperature 
of outside air and of various portions 
of the car’s equipment; an anemom- 
eter for indicating wind velocity— 
and others to make up the 44 sources 
of observation. 

From the data provided by the 
test cars, the Skelly research engi- 
neers learned the particular modi- 
fications of the standard Aromax 
required for different sections of 
the country, under indicated con- 
ditions. Then the manufacturing 
contingent went to work to provide 
new equipment for the refineries and 
treating stations, and adapt conven- 
tional machinery, to produce the 
many different types of gasoline that 
would be most serviceable in the sev- 
eral sections. 

Meanwhile the company began, 
late in September, to make a gaso- 
line that was high anti-knock, but 

(Continued on Page 18) 


Last Minute News Flashes 


Report Montgomery Ward to Sell Cars 


Chicago, Dec. 2—Montgomery Ward and Company will shortly begin 
merchandising a low-priced line of automobiles manufactured to its order 
by a prominent automobile maker, it is reported here. 


New York Printers Accept Wage Cut 


New York, Dec. 2.—Under terms of an agreement between Publishers 
Association of New York and the local typographical union, an average 
ten per cent wage reduction for all newspaper printing employes will go 


into effect Dec. 4. 


This is the first reduction since 1929. 


Louis Wiley, 


New York Times, and Hopewell L. Rogers, Hearst newspapers, represented 


the publishers on the arbitration board. 


Blackman Opens Office in Detroit 
Detroit, Dec. 2—Blackman Company, which is reported to have se- 
cured the account of a large automotive company, has opened offices in the 


Detroit Saturday Night Bldg. 


George Johnston, formerly factory sales 
executive with Hudson Motor Car Co., has been added to the staff. 


Firestone Reports $5,000,000 Profit 


Akron, O., Dec. 2.—In his annual report to stockholders, Harvey S. 


Firestone, chairman, Firestone Tire & Rubber Co., today reported net profit 
for the fiscal year ended Oct. 31, 1932, of $5,151,977, and sales of $84,337,173. 


“Our program of establishing Firestone Service Stores in principal 
buying centers has proven most helpful in stabilizing retail prices and has 
given us a more intimate knowledge of retail merchandising,” he said. 


REYNOLDS NAMES 
ESTY TO HANDLE 
CAMEL ACCOUNT 


Return to Newspapers is 
Anticipated 


Winston-Salem, N. C., Dec. 1.—S. 
Clay Williams, president of the:R. J. 
Reynolds Tobacco Co., today an- 
nounced the appointment of William 
Esty & Company, New York, to di- 
rect advertising of Camel cigarettes 
and other products. The appoint- 
ment is effective immediately in 
newspapers and with the expiration 
of current contracts in magazines. 
No contracts are in force in other 
mediums. 

Plans are being considered to be- 
gin an extensive newspaper cam- 
paign, the first in over a year. It is 
expected-the drive will be under way 
within 30 days, sooner if possible. 
Mr. Williams has been a leader the 
past year in the movement to reduce 
advertising costs, and the account 
change is interpreted as the first 
step on the company’s part to re- 
sume advertising on the 1931 scale, 
when the budget was estimated at 
nearly $10,000,000. 

Merchandising plans in connection 
with the newspaper copy have yet to 
be decided upon, but the company 
has displayed great interest recently 
in a new packaging material, welded 
cellophane, which has not as yet 
been commercially exploited. It is 
made by “welding” cellophane on 
both sides of foil, and one advantage 
of its use for cigarette packages is 
that it reduces wrapping operations 
from three to one. There are other 
points in its favor, such as “double 
cellophane protection,” striking ap- 
pearance and strength. 


Refute Ten-Cent Rumors 


Rumors that Reynolds or other 
leading cigarette advertisers are 
planning campaigns on new 10-cent 
packs may be discounted because the 
differential is not great enough to 
support the extensive advertising 
which proved so profitable for cigar- 
ettes. The Federal tax is based on 
weight, and the rate on the 10-cent 
pack is six cents, the same as that 
on the 15-cent grades. If these com- 
panies produce cheaper brands, they 
will not be advertised extensively. 

While the big cigarette advertisers 
believe the vogue for low-priced 
cigarettes will run its course, has- 
tened by competitive conditions 
which will become aggravated as 
many new packs are put on the mar- 
ket, they are debating the wisdom 
of defending their price position 
while the storm is on. Whether 
Reynolds will be the first to do this 
is receiving the careful study of 
company and agency executives. 

The Reynolds account moved from 
N. W. Ayer & Son, Philadelphia, to 
Erwin, Wasey & Co., New York, in 
February, 1931, when the latter 
agency sold the idea of the “humi- 
dor pack.” The newspaper campaign 
which introduced the first cellophane 
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ADVERTISING AGE 


December 3, 1932 


wrapped cigarette package began 
Feb. 25, a few days after the ap- 
pointment was made. The agency set 
a record for speed in production and 
delivered some of the mats by spe- 
cially chartered airplanes in order 
to make closing dates. 

About $1,000,000 was spent for 
newspaper space the first eight days 
of the campaign, the period of a con- 
test for the best 200-word answers 
to the question, “What significant 
change has recently been made in the 
wrapping of the Camel package con- 
taining twenty cigarettes and what 
are its advantages to the smoker?” 
Nearly a million people competed for 
$50,000 in cash prizes, many of them 
air mailing and telegraphing their 
entries. 


Earnings Maintained 


Attention has also been drawn to 
Erwin, Wasey & Company’s work on 
this account for the reason that the 
client’s earnings in 1931 set a new 
record. It is reported in financial 
circles that the 1932 statement will 
approximate the 1931 record. The 
new statement, due the first week 
in January, is awaited with great 
interest by advertising men, as it 
is expected to explain a “saving” 
of $8,000,000 in advertising. 

The Reynolds business is the 
first account announced by William 
Esty & Co. The agency is owned by 


William Esty, who resigned as vice- 
president of the J. Walter Thompson 
Co. April 1 to make the venture for 
himself. 

While associated with the J. Wal- 
ter Thompson Company and other 
agencies, he established a national 
reputation as a copy writer and mer- 
chandising strategist. Among the 
successes for which he is given 
credit is the Lux mass testimonial 
copy, an advertising idea he origi- 
uated for this account. 


Advertising to Speed 
Back-to-Farm Move 


The chamber of commerce of Cape 
May County, N. J., has endorsed a 
plan suggested by John P. Dorland, 
advertising manager of Philadelphia, 
for advertising the advantages of the 
farm acreage in the county. 

Advantages of moving back to the 
farm will be presented to dwellers in 
industrial sections in other parts of 
the country. 


Shops Sign Dress Pact 


A number of high grade Chicago 
shops retailing women’s wear have 
signed an agreement with the Fash- 
ion Originators’ Guild, New York, 
pledging co-operation in combating 
piracy and in prolonging seasonal 
periods. New York was first to sign 
up and merchants in other large 
cities are now being approached. 


IODENT said 
-“7 Days!” 


On October 17th, seven days before their new “Detectives Black and 
Blue” radio program was to start over WLW, IODENT telephoned 
from Detroit. They asked: “Can your Field Merchandising Service con- 
tact every key drug outlet in Ohio, Indiana, West Virginia and Kentucky 


during the next seven days?” 


The reply in results was that, at the end of eight days—the fast moving 
automobiles of the WLW field men having been delayed one day by 
intolerable weather—1671 key drug stores in every city and town of 
over 5,000 population hed been contacted—the program had been sold to 
the proprietors—clerks had been enthused—display material for win- 
dows and counters had been distributed. 


This was an emergency—but the WLW Field Merchandising Service 
is trained to meet such emergencies for its clients. IODENT says: 


“Detectives Black and Blue” 
—the highly amusing. and in- 
tensely interesting corre 
ence-school sleuths, featured 
by IODENT as the world’s 
dumbest detectives. 


Near the center of 
the dial 


THE 


“We had some misgivings . . 
performing the unusually large amount 
of work ... yet the reports all indicate” 
that your organization certainly meas- 
ured up to the job.” 


. of your 


Advertising agencies and advertisers buy 
WLW because (1) it carries a radio mes- 
sage to an enormous audience and (2) 
supplies the most complete merchandis- 
ing and marketing service of its kind in 
the United States. 


Send for 72-page book describing this 
service. 


CROSLEY RADIO CORPORATION 
POWEL CROSLEY, Jr., President ~ 


CINCINNATI 


RADIO PROGRAM 
MUST BE AIMED 
AT SMALL GROUP 


Menser Warns of Thinking 
In Terms of Millions 


Chicago, Dec. 1—The necessity for 
building radio programs for smaller 
audiences, as the result of greater 
discrimination on the part of listen- 
ers and better showmanship in plan- 
ning broadcasts, was urged today by 
Cc. L. Menser, production manager 
for the National Broadcasting Com- 
pany in Chicago, who addressed the 
Chicago Advertising Council under 
the auspices of its radio depart- 
mental. 

Mr. Menser insisted that the idea 
of thinking in terms of millions of 
listeners is wrong from the stand- 
point of making an intimate contact 
with the individual listener in his 
own living-room, and wrong from 
the standpoint of the kind of pro- 
gram needed for the family group 
as compared with the large crowd. 

Carelessness in throwing programs 
together without sufficient rehear- 
sal, together with over-emphasis on 
sound and other radio gadgets, was 
scored by Mr. Menser, who asserted 
that some sections of the broadcast- 
ing field are “bughouse” over sound 
effects. He closed with an appeal to 
let the audience use its imagination 
and thus add to its own enjoyment. 


Suggests Intimate Copy 


“The limitation of trying to appeal 
to all types in an audience of a mil- 
lion,” he said, “is one from which 
I believe the radio program of the 
future will free itself. It seems to 
me to be as foolish to build a single 
program for the whole audience as 
it would be to write one piece of 
copy for the whole reading public. 

“No manufacturer would think of 
limiting himself to copy so general 
that it might hit only the so-called 
common denominator. And sooner 
or later we shall realize that there 
is not merely a radio audience, but 
that there are many audiences, to 
each of whom we might well direct 
our program. And when that time 
comes, our productions will be built 
for specific audiences. 

“We shall perhaps have smaller 
audiences, but we shall also have 
fewer people who insist that radio 
programs are terrible because in or- 
der to get a little of what they want, 
they haye to sit through so much of 
what they do not want.” 

In emphasizing the difference be- 
tween the stage production, which is 
viewed by a large crowd, and the 
radio production heard in the inti- 
macy of a family group, Mr. Menser 
pointed out the necessity of thinking 
in terms of small rather than large 
bodies of listeners. 


Many Audiences of Two 


“You have heard people speak of 
a radio audience of a million,” he 
said. “From the point of view of 


production, nothing could be further 


from the truth.- Actually there were 
probably a half million audiences of 
two. For while there may have been 
a million listeners, they heard the 
program not as members of a vast 
throng, but as individuals. 

“Every seat is a front-row seat, 
from which every view is a close-up. 
And the mental and emotional re- 
actions of the audience are those of 
individuals, rather than of members 
of a crowd.” 

The. need for better methods of 
production, -handling the broadcast 
as show business, with the same at- 
tention to details that Ziegfeld gave 
to building a Follies, was urged by 
Mr. Menser. 

“Good shows do not just happen,” 
he pointed out. “They must be built 
—for radio just as definitely as for 
the stage. Fine talent is not enough. 
What we must have to go along with 


the talent is a sense of showman- 
ship. 

“It is not enough to present good 
talent as it is. We must make it 
seem even better than it is. Every 
successful showman who ever lived 
has done just that. And his audi- 
ences have loved him for it. Radio 
must go forward on exactly the same 
fundamental principles, because it is 
so fundamentally the show busi- 
ness. 

Is Painstaking Task 


“Good programs are built. I know 
that every once in a while someone 
comes along with a brainstorm that 


is thrown together in ten minutes, |’ 


and makes a hit with it. But for 
every one like that there are hun- 
dreds that go down into the radio 
ash-can.” 

In describing the comparatively 
new job of the production director, 
Mr. Menser said that he is charged 
with final responsibility for every- 
thing that happens during the broad- 
cast. 

“The producer,” he said, “must be 
able to do more than merely time 
the program. He is the one man in 
the place who should know every- 
thing there is to know about the pro- 
gram, and in addition he should 
have enough knowledge of technical 
handling to give it maximum intel- 
ligibility to the listener. 

“It means that the director in 
radio who is fully qualified for his 
job should know music, both instru- 
mental and vocal, classical and popu- 
lar, with an ear for good studio bal- 
ance, and he should know literature, 
particularly drama, well enough to 
direct plays and edit copy. If he 
happens to be a good continuity 
writer on the side, that’s thrown in 
for good measure. 

“And when these qualifications 
have been met, he must still be able 
to handle the artist, whom he knows 
to be tempermental, and the client, 
whom he strongly suspects of being.” 

Morgan Eastman, of NBC, chair- 
man of the radio departmental, in- 
troduced the speakers. A number of 
announcers from Chicago radio sta- 
tions were present as guests, and 
Pat Barnes put on a sketch in which 
he demonstrated several features of 
broadcasting technique. Earl Had- 
ley, advertising manager of the 
Grigsby-Grunow Company, presented 
a Majestic radio set as an attend- 
ance prize, and this was won ‘by 
T. W. Merrill, of the Chicago adver- 
tising staff of Westinghouse Electric 
& Mfg. Company. 


Procter & Collier Co. 


Has Two New Accounts 


Ken-Rad Corp., Owensboro, Ky., 
radio tubes, and the Skidoo Co., Co- 
lumbus, O., paste cleanser, have ap- 
pointed the Procter & Collier Co., 
Cincinnati. 

Newspapers will be used for both 
accounts. — 


Club Gives Out Baskets 


Greater Buffalo Advertising Club 
distributed more than 1,000 Thanks- 
giving day baskets to needy families. 
Charles P. Penney, president, and 
Charles A. Coupe, chairman of a spe- 
cial committee, were in charge. 


Appoints Ray Hawley 


American Sand-Banun Co., New 
York, scale and rust remover, has 
placed its account with Ray Hawley 
Associates, New York. : 


Merges Stamp Papers 

Lightner Publishing Co., Chicago, 
has purchased Stamp Collectors’ Mag- 
azine, New York, and will merge it 
with Hobbies. 


a 
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Gorham Assists 
Dealers to Get 
Holiday Volume 


Providence, R. I., Dec. 1.—Pointing 
out that jewelers should do approxj- 
mately 30 per cent of their total ap- 
nual volume between Thanksgiving 
and Christmas, the Gorham (Com. 
pany, manufacturer of sterling ang 
hollowware silver, is urging dealers 
to make an intensive drive for holi- 
day sales. 

As the company’s contribution, the 
dealer organization is being offered 
a serfes of four mats for newspaper 
use, featuring the slogan, “Give 
‘Sterling Silver for Christmas,” anda 


series of eight envelope stuffers for, 


use in direct-mail. Ss 

Each of these inserts features two 
or three items, priced from $3.50 to 
$193, and, according to Paul Donelan, 
Gorham advertising and promotion 
manager, they have already proved 
unusual pulling power. 

A unique feature of the holiday 
drive is the provision of newspaper 
mats featuring “Sterling silver for 
little boys and girls,” designed to aid 
sales of the Gorham juvenile line. 


Supply Window Display 


To tie up with these juvenile ad- 
vertisements the company supplies 
dealers with a window display of 
three gaily printed cardboard sol- 
diers, each carrying a piece of kiddie 
silver. 

One of the juvenile advertisements, 
headed with a drawing of a babe ina 
high chair, says: 

“IT want silver, too!” ; 

“IT hope all my relatives are read- 
ing while I tell you my pet theory 
about how I would like to eat my 
meals. You see, Daddy and Mother 
use nice shiny forks and spoons and 
I get old kitchen silver, which really 
isn’t very nice for a young fellow 
like me. 

“Sometimes I get so mad I spill 
my food purposely and refuse to 


‘drink my milk. Of course they don’t 


understand; I really can eat like a 
little gentleman. So please, Santa 
Claus, give me a nice shiny silver 
set all my very own.” 

Gorham Company is also featuring 
a new novelty, beverage badges, in 
current trade paper copy. These are 
colored badges which slip over 
glasses, enabling the hostess to fill 
up a second time without danger of 
giving the wrong glass to the wrong 
guest. 


Hufstader Promoted 


W. F. Hufstader, formerly Chicago 
regional manager for Buick-Olds- 
Pontiac Sales Co., has been named 
sales manager of Buick Motor Co. 
succeeding George H. Wallace, who 
has been transferred to General Mo- 
tors Export Corp. 


Rawalt with Byers 


Chauncey Otis Rawalt, formerly 
with James F. Newcomb & Co., New 
York agency, has joined the sales 
promotion department of the Byers 
Recording Laboratory, Inc., New 
York, producers of radio programs 
and transcriptions. 


“Natural Gas” Sold 


H. J. Hoover, Cincinnati, 0O., will 
take over ownership of Natural Gas 
Dec. 1 from the American Gas ASs- 
sociation, New York. ° He helped 
establish the paper in 1920 when 
president of the Natural -Gas As‘ 
sociation. , 
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| Free Color for Advertisers! 


As announced, effective with our 
January 1933 issue, advertisers who 
use a schedule of two or more pages, 
in page units, may have one extra 
color at no extra charge whatever! 


: Offering first an increasing circulation 
‘ with substantial bonus, then, an en- 
; larged and improved magazine, and 
third, free color, The Open Road for 
: Boys stands out more than ever now 
as the first buy in its field. 

: A unique publication indeed! Unique 


; in editorial appeal, unique in publish- 
ing method, unique in its progressive 


‘ forward policy. Attuned to the times. 
And, most important of all, month in 
° and month out, The Open Road for 
2 Boys Magazine is a producer of direct, 
: tangible results for advertisers, the like 


of which is seldom seen. 


| _ sSBBeRoYS 


, BOSTON 


E. A. Piller L. S. GLEASON, Advertising Manager 


LOS ANGELES 
_ Hallett E. Cole 
: 130 Newbury ‘St. 122 ~~ 42nd Street, New York City ; 218 Haas Bldg. 


» | ? CHICAGO | 
James T. Carr ° ' - + ied 
307 N. Michigan ‘Ave. " hi ty of 
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Successful Advertising Demands 
Better Salesmanship 


Unfortunately for the success of 
advertising, the human factor cannot 
be disregarded. The kind of sales- 
manship supplied at the time con- 
tact is made with the consumer de- 
termines the value of all of the ad- 
vertising and merchandising ideas 
which may have been worked out so 
carefully by the manufacturer. 

A striking example of the difficulty 
of making execution equal the plan 
is supplied at present by the oil in- 
dustry. The oil companies have been 
making strenuous efforts to build up 
more business by sales of motor oil, 
greasing jobs, accessories, etc., and 
have done a lot of clever advertising 
to stimulate interest in extra services 
supplied by their filling-stations and 
dealers. 

The trouble has come in trying to 
make the technique of “getting under 
the hood” so routine as to disregard 
the attitude and desires of the cus- 
tomer. The attendants employed at 
most stations have such healthy re- 
spect for the “spotters” who are sent 
around to supervise their work that 
they insist on wiping windshields, 
checking radiators and examining oil- 
gauges, even though the customer 
may be in a hurry or may not care 
to have these attentions. 

James Braden, automobile editor 
of the Chicago Daily News, recently 
called attention to the destruction of 
good-will involved in this sort of 
thing, and said that he and numer- 
ous others whom he knew would 


dodge the chain stations where this 
practice is carried on. The oil com- 
panies have responded by doing more 
advertising to sell the consumer on 
the desirability of these free services, 
and of the need for checking oil, 
water and air in order to avoid 
trouble while driving. 

This is good as far as it goes, but 
it fails to meet the chief difficulty, 
which is the attitude of the attend- 
ant himself. The real answer can 
be supplied only through more com- 
plete and intelligent schooling of 
these salespeople, together with a 
type of sales supervision which is 
not arbitrary and rigid, but takes 
human nature fully into account. 

Some of the oil companies are 
planning large - scale educational 
work among their employes on the 
subject of salesmanship, and the 
use of moving pictures and other 
graphic methods of demonstrating 
correct methods is also being re- 
sorted to. So ultimately the problem 
may be licked. 

If the oil companies, many of 
which own their own retail outlets, 
are having trouble due to poor work 
at the point of sale, what about the 
manufacturer whose goods are left 
entirely to chance, as far as actual 
training of retail salespeople in their 
proper presentation is concerned? 
Much has been said on this subject, 
but little has actually been done. It 
remains one of the biggest obstacles 
to the full success of advertising ef- 
forts. 


Personalities in Advertising 


The striking success of the adver- 
tising featuring the personality of 
Walter P. Chrysler has been ac- 
companied by the use of other well- 
known names in the advertising of 
products for whose manufacture and 
distribution they are responsible. 
Mr. Mennen talks directly to shavers, 
big and little, and George W. Hill 
is signing many of the individual 
advertisements of the American To- 
bacco Company. 

These men make good copy, and 
add a desirable touch of human in- 
terest to advertisements of products. 
The warm friendly personality of a 
Walter P. Chrysler could hardly fail 
to interest the prospective purchaser, 
to whom he talks directly and force- 
fully about the desirable qualities 
of his cars, and about the ideas and 


ideals of the organization which is 
producing them. 

One of the greatest values of this 
type of advertising is the direct off- 
set which it supplies to declining 
confidence in advertising. While this 
feeling on the part of the public has 
been due somewhat to insincere ad- 
vertising copy, it is also character- 
istic of the times to be cynical and 
incredulous. 

The eye-to-eye, straight-from-the- 
shoulder message of the head of a 
business direct to its customers and 
prospects builds up confidence, im- 
presses the reader with the sincerity 
of the house, and tends to restore 
real belief in advertising, without 


which everything else is of little 
avail. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 


ing them, or through ADVERTISING 
AGE, 
No. 450. Has Radio Sold Goods in 


1932? 


This is a second analysis of the 
effectiveness of radio advertising, 
based on 50,000 questionnaires sent 
to telephone subscribers in ten cities 
by Prof. Robert F. Elder of Massa- 
chusetts Institute of Technology. 
Co-ordinated with manufacturers’ 
sales figures, the booklet shows how 
radio advertising has affected sales. 
It is published by Columbia Broad- 
casting System. 


No. 451. Feeding New York. 


An interesting study of the gro- 
cery needs of New York, and the 
place in the market of The Daily 
Food News. Statistics on grocery 
consumption, number and placement 
of retail outlets, ete., are included. 


No. 448. “Who They Are;” “What 
They Own;” “What They Pay;” 
“Are They Buying Now?” 


This interesting booklet published 
by Cosmopolitan Magazine contains 
detailed information on the incomes, 
buying habits, magazine preferences 
and other pertinent subjects of con- 
sumers, based upon 132,527 personal 
interviews made by R. L. Polk & Co., 
with housewives in Pittsburgh, Co- 
Ilmbus, Fresno, Richmond, Seattle 
and Charleston, W. Va. The booklet 
contains a wealth of detailed infor- 
mation, and many valuable charts. 
It shows the standing of 15 national 
magazines, as indicated by 24 basic 
factors, and also includes 11 other 
factors. 


No. 4338. WLW—“The Nation’s Sta- 
tion” 


This unusual envelope-folder 
might well be called “proofs,” since 
much of the material in it consists 
of facsimile reproductions of letters 
commenting on the results derived 
from commercial broadcasting over 
WLW, Cincinnati. Other interesting 
material in the folder gives WLW 
coverage and circulation, analyzes 
mail response to individual pro- 
grams, gives much valuable informa- 
tion about the station and outlines 
the services of the station’s sales 
promotion department. 


403. Increasing the Load. 


This is the second edition of a 
book issued several years ago by 
McCall Company and which proved 
a valuable aid to marketers of elec- 
tric household equipment. The first 
edition reported in detail purchasing 
methods and sale practices of cen- 
tral stations and locations of their 
retail stores, believing this was war- 
ranted by the great volume of busi- 
ness done by electrical utilities. The 
present volume omits discussion of 
merchandising activities, but pro- 
vides a detailed listing of 4,290 cities 
and towns in which central station 
stores are located and the number of 
domestic lighting customers in each. 
Records are also provided for the 
5,086 cities and towns in which 
utilities maintain no stores. 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have _ really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


— 
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PERFECT FAITH IN ADVERTISING 


—Ballyhoo. 


"Didn't you see my letter in the New York Times, you 
Bottle-clinker, you?" 


Voice of the Advertiser 


Cosmetic Advertising 
Needs a Lot of Help 


To the Editor: I am moved to 
comment on your recent editorial, 
“Some Businesses Should Not Adver- 
tise.” This is “true talk.” It is 
particularly sad to see both agencies 
and publishers wasting time and 
sometimes spending ridiculous 
amounts of money in an attempt to 
make advertisers out of businesses 
that are not natural advertisers. 

It is also equally absurd to see 
these same agencies and publishers 
failing to direct this propaganda 
where it really should go, that is, at 
those businesses that are, by virtue 
of being correctly priced, correctly 
distributed, branded and manufac- 
tured, natural advertisers. 

The cosmetic field, for instance, 
is one where there are many natural 
advertisers who are not spending 
any money in advertising at all. 
What money has been spent in the 
cosmetic field so far seems to have 
been spent on advertising of a singu- 
larly uninteresting and unsound 
calibre. 

The automobile industry has just 
found out, thanks to Mr. Getchell, 
that it is possible to do really inter- 
esting advertising on automobiles. 
Perhaps by the time the next depres- 
sion comes around the toilet goods 
field will discover that it is possible 
and profitable to do really interesting 
advertising on cosmetics. 

LOUISE WESTING, 
Advertising Manager, Lehn & Fink, 
Inc., New York. 
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Using a New Angle 
for Dairy Advertising 

To the Editor: I believe you will 
enjoy looking over these advertise- 
ments, which are included in a 
newspaper series now being run by 
the Gridley Dairy Company, Mil- 
waukee. 

These advertisements are neces- 
sarily institutional in character, 
since milk is not a product which 
lends itself to competitive advertis- 
ing. It isn’t a question of “what 
kind of milk?” but, “what kind of 
a company does the handling, pas- 
teurizing, bottling and delivering?” 

We feel that this series presents 
the institutional angle and the old, 
time-worn health angle in a manner 
which is new, fresh, interesting, and 
consequently, effective. 

You will notice, too, that each ad- 
vertisement includes a column of 
product advertising, sometimes on 
butter, sometimes on cream, some- 
times on cheese. Each column is an 
advertisement within itself, and each 
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benefiting from the weight and atten- 
tion value of the parent layout. 
This arrangement not only permits 
ringing in the secondary products, 
but lends itself to the squeezing 
process necessary when smaller 
space is used in other publications. 
Bert S. GITTINS, 
Freeze-Vogel-Crawford, Inc., 
Milwaukee. 
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Seeks Figures on Readers 


of Advertisements 

To the Editor: Will you advise us 
if there is a basis for estimating 
what percentage of the number of 
people reading a magazine or news- 
paper are likely to read a given page 
advertisement on the average? 

It seems that we have been given 
a figure on newspapers that a page 
advertisement is read by twenty per 
cent of its readers. We have no 
authority for this statement. 

We would appreciate very much 
having your opinion concerning the 
matter. 

Frep O. Toor, 
American Farm Bureau 
Federation, Chicago. 


. a 


Goodhart Urges 
Smaller Differential 


To the Editor: With regard to the 
study of advertising costs now under 
way, our feeling is that one of the 
most important points in this respect 
is the spread between local rates and 
foreign rates in newspapers. 

Some of the elements of cost entel- 
ing into this differential are not 
productive and are a drain on the 
advertiser. 

HueuH H. GoopHart, 
Advertising Manager, Franklin Auto 


mobile Co., Syracuse, N. Y. 
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Liberty has the honor to announce that it presents 


President-Elect Roosevelt’s 
personal interpretation of the election 


— 


We are about to enter upon a new 
period of liberalism and of sane 
reform in the United States, and we 
shall require unity of purpose, if 
not of opinion, if we are to achieve 
permanent and practical results. 
The United States has become a 
great nation, and its economic life 
functions along national lines, 
where our political life still clings 
too much to the political machinery 
of the past. As President of the 
United States I shall do my utmost, 
in codperation with the people and 
with their chosen representatives, 
to restore the balance of our eco- 
nomic interests and to simplify and 
vitalize our political institutions, so 
that as changes come they may be 
effected without injury to th 
proper rights of any individual a’ 
without conflict with the spirit 
American institutions. With y, 
help, I can do it. 

—Franklin D. Roose 
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Decemser 10, 1932 


“That this nation, under God, shall have 
a new birth of freedom, and that govern- 
ment of the people, by the people, for the 
people, shall mot perish from the earth. 
—Abraham Lincoln. 
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UNIQUE SERVICE 
AIDS SALES OF 
WATSON COMPANY 


Boston, Mass., Dec. 1.—Striking 
an entirely new note in the adver- 
tising of silverware, The Watson 
Company, Attleboro, Mass., is pro- 
moting the personal services of a 
private silversmith at Watson Park, 
who makes up pieces or complete 
sets of sterling to match family pat- 
terns, and who also executes orig- 
inal designs for those desiring them. 

Although mention of this service 
is usually subordinated to the sales 
message for the regular Watson line 
of sterling silverware in full page 
advertisements in Time, House and 
Garden, House Beautiful, Harper’s 
Bazaar, and Town and Country, the 
“private silversmiths” have been 
kept busy executing designs for indi- 
vidual use. 

The original announcement of this 
new service said: 

“Believing that others may wel- 
come an opportunity to discuss the 
problem of creating a ‘super set’ of 
family silver for formal occasions, 
The Watson Company is now ready 
to undertake a limited number of 
private commissions for the fashion- 
unduplicated Sterling 
silver pieces by individual silver- 
smiths of exceptional ability and ex- 
perience. Single pieces or unlimited 
sets. Reproductions or original de- 
signs.” 


Dealers Consulted 


The service met with immediate 
acceptance. Prominent people come 
to jewelers handling the Watson line 
with original designs and old family 
patterns to be executed. The cus- 
tomer, the jeweler and the private 
silversmith at Watson Park collab- 
orate on the design, to be reproduced 
in solid silverware—a single piece, 
a special cocktail set, or the most 
elaborate dinner service. The pat- 
tern is registered in the customer’s 
name, and is never duplicated. 

A unique feature of the service is 
that equivalent sterling pieces of 
standard Watson patterns are loaned, 
if desired, for use while such com- 
missions are being executed. 

“Private Silversmiths,” a finely 
executed booklet describing the serv- 
ice in detail, is forwarded to pros- 
pective customers, together with a 
portfolio containing reproductions of 
private designs. Interesting stories 
of designs originated to serve spe- 
cial purposes are included in the 
booklet. 

Kenyon Advertising, Inc., Boston, 
directs the advertising. 


McCammon to Cadillac 


Edward McCammon, formerly with 
Advertisers, Inc., Detroit, has been 
appointed publicity director of Cadil- 
lac Motor Car Co., Detroit, succeed- 
ing Frank J. Denney, who resigned 
to become advertising manager of 
Cleveland News. 


SUPPLYING INDIVIDUAL DESIGNS IN SILVER 
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Watson Co., Attleboro, Mass., is pioneering in the advertising of a 
private silversmith service to segeeauns old patterns or create new 


ones for particular patrons. 
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through Kenyon Advertising, Boston. 


Advertising Dentists 


Can’t Get Insurance 

Scores of dentists in Essex and 
West Hudson counties in New Jersey, 
who have signs with the words 
“X-Ray,” “pyorrhea treated,” “gas 
administered,” ‘‘removable bridge- 
work” or similar terms must take 
them down by Jan. 1 or they will be 
refused liability insurance to protect 
their patients. 

A code of ethics regarding signs 
was drawn up by the Central Dental 
Association of Northern New Jersey 
at the request of three insurance 
companies issuing insurance to den- 
tists, it was announced by Dr. Joseph 
P. Walsh, president. The concerns 
found that most large claims came 
from dentists displaying such signs. 


Waggoner to Hubbard 

Waggoner Refining Co. “Golden 
Flash” gasoline, has placed its ac- 
count with Hubbard Advertising, 
Inc., Ft. Worth, Tex. 


Shu-Milk to Tracy 


Shu-Milk Products Corporation, 
Orange, N. J., has placed its account 
with W. I. Tracy, Inc., New York. 
Newspapers and business papers will 
be used. 
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Selective, 
intelligent 
spending 
isn’t some- 
thing new 
to the 
Scribnerites. 
Buying 
worthwhile 
products 
has been 
and isa 
confirmed 
habit. 


Activities of Catholic 
Church Society Outlined 


Nearly 50 well known advertising 
and sales executives attended a 
luncheon of the Catholic Church Ex- 
tension Society of America, Chicago, 
at which it was announced that con- 
struction projects amounting to 
$15,000,000 have been started by 
Catholic institutions during the past 
four months. Seventy-six archbishops 
attended the sessions of ‘the society, 
which is 27 years old. 

Hugh J. Blakely, advertising man- 
ager of Extension Magazine, Chicago, 
published by the society, was the 
host at a dinner at the Drake Hotel 
in honor of some of the visiting ad- 
vertising men. 


Is Outdoor Plant 


An item in the Nov. 19 issue of 
ADVERTISING AGE announced that 
Charles Denny had joined Stoner 
McCray Department Store, Des 
Moines, Ia. Stoner McCray System 
operates an outdoor advertising busi- 
ness, and Mr. Denny is in charge of 
the radio department. 


Sign Printing Contract 

Lee Ellmaker, who purchased Wo- 
man’s World recently, has announced 
the signing of a long-term printing 
contract for the publication with Ka- 
ble Bros., Mt. Morris, Il. 


Oakes Names Miller 


Oakes Manufacturing Co., Tipton, 
Ind., poultry supplies and equipment, 
has placed its account with Miller 
Agency Co., Toledo. 


Joins “Modern Youth” 


Lloyd Basler has been named ad- 
vertising manager of Modern Youth, 
New York, succeeding Shelton P. 
Hubbard. 


Heads McCormick Co. 


Charles P. McCormick, formerly 
vice-president, has been elected presi- 
dent of McCormick and Co., Balti- 
more, tea, spices and extracts. 


To Represent “News” 


M. C. Mogensen & Co., Inc., has 
been named national representative 
of Havre News, Havre, Mont. 


Jenkins Joins Greene 
Charles A. Jenkins, Jr., has joined 
the staff of James A. Greene & Co., 
advertising agency, Atlanta. 


EXHIBITORS ARE 
SPLIT IN FIGHT 
ON MOVIE HEADS 


Allied Group Seeks Aid of 
Congress 


Chicago, Nov. 29.—With one group 
committed to a legislative program 
to enforce their demands, the other 
willing to give producers more time, 
the mass meeting of independent ex- 
hibitors held in Chicago yesterday 
and today split on procedure. 

The Allied States Association of 
Motion Picture Exhibitors adopted a 
resolution authorizing their leaders 
to gain their objectives through a 
bill to be presented to Congress. The 
Motion Picture Theater Owners of 
America, on the other hand, believed 
producers will make concessions at 
another mass meeting of independ- 
ents to be held in New York Thurs- 
day. 

The bill to be sponsored by the 
motion picture men will prohibit 
contracts limiting the run of any 
picture to a single theater in any 
competitive area and compulsory 
block- booking of copyrighted pic- 
tures unless the exhibitor is given 
the right to cancel a certain number 
of pictures; and “will make unlaw- 
ful and provide a remedy for unrea- 
sonable and discriminatory protec- 
tion in favor of certain theaters over 
others.” 

The last clause hits at chains, said 
to have been favored at the expense 
of independents. 


Kent Drafts Plan 


The Chicago meeting was the cli- 
max to a long series of injustices to 
which independents have been forced 
to bow their heads in the past, the 
Allied. States association said. Only 
Fox Film Corporation has shown a 
disposition to abandon the arrogant 
attitude which has been assumed by 
other producers, it was alleged. Sid- 
ney R. Kent, president of Fox, 
helped the independents draft the 
contract to which some producers 
acceded “in principle,” but never in 
actual practice, the Allied group 
holds. 

The independents’ demands number 
three. They desire arbitration of all 
contract disputes through a National 
Appeal Board; qualified cancellations 
up to 15 per cent, and warranties 
against substitutions of specific 
“star” pictures. 

Producers object to the creation of 
the appeal board on the ground that 
it is to be composed of two distribu- 
tors, two representatives of chains 
and four independents. 

The new standard contract would 
have allowed exhibitors to cancel 5 
per cent of pictures in any contract 
without payment; another 5 per cent 
by paying half, and another 5 per 
cent by paying all and extending the 
playing time of other pictures. 


Prevents Substitution 


It would have provided absolute 
protection against substitution of 
pictures featuring certain stars or 
combinations of stars. It provided 
absolute protection against substitu- 
tion on 20 per cent of other pictures 
designated by the exhibitor when 
the contract was signed. 

It also stipulated that ‘“distribu- 
tors will not offer or insist upon sell- 
ing more than three reels of short 
subjects (including news-reels) with 
each feature picture delivered; if the 
exhibitor shows double features, the 
ratio will be one and one-half to 
one.” 

Finally, the distributors were to 
be asked to modify their policies on 
exclusive runs. 


Publisher Moves 


Lockwood Trade Journal Co., 
Paper Trade Journal and Lockwood’s 
Directory of the Paper €& Allied 
Trades, has moved from 10 E. 39th 
St., New York, to 15 W. 47th St. 
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Sapolio Stirs 
Interest with 
Free Samples 


New York, Dec. 1.—Still attireg 
in its brave wrapper of silver, pyr. 
ple and gold, Sapolio, aid to brides 
of the last two generations, is pre. 
paring to wage a battle for a place 
in the affections of housewives of 
today, it is indicated by a sampling 
campaign now in progress. 

Enoch Morgan’s Sons Company, 
which introduced Sapolio to millions 
of homes in 1869, is said to plan ap 
aggressive advertising campaign to 
support the sampling. The latter js 
being conducted along conservative 
lines, cakes of Sapolio being given 
out with discrimination only to 
known customers by grocers, includ. 
ing chains. 

A special folder accompanying the 
sample says: 

“Over sixty years of good service 
have made Sapolio the standard 
scouring soap and it has become in. 
dispensable in millions of homes,” 
Sapolio helps the busy home man. 
ager “every day in the week and in 
every room in the house,” according 
to the folder, which recommends it 
for tile floors and walls, for cleaning 
aluminum and painted woodwork 
and for polishing cutlery. 

The advertisement concludes with 
this warning: 

“The fame of Sapolio has urged 
many unscrupulous persons to imi- 
tate it and it is very important that 
the purchaser be sure to obtain the 
genuine article. Imitations and sub- 
stitutes will not satisfy.” 


St. Louis Women 
Exhibit Their Work 


The first annual exhibition of arts 
and crafts sponsored by Women’s Ad- 
vertising Club of St. Louis opened 
Nov. 28 and will close Dec. 4. The 
exhibit consists of the work of va- 
rious members of the club. The ex- 
hibit was opened with a luncheon at 
which Samuel W. Fordyce, president 
of Industrial Club of St. Louis, spoke 
on expanding the St. Louis market. 


Dr. Starch Makes 
New “Liberty” Study 


Following completion of the Gallup 
and White studies of magazine read- 
ing habits for Liberty, a_ similar 
study is now being carried on by Dr. 
Daniel Starch. 

While previous studies were con- 
fined to weeklies, the Starch studies 
include three leading monthlies and 
six women’s magazines. 


Runs Technical Review 


Richard Harding, 960 Montana St., 
Chicago, formerly with Maujer Pub- 
lishing Co., will begin publication of 
Siebel Technical Review, a quarterly 
for the baking, milling, beverage and 
food industries, with the January, 
1933, issue. The publication has been 
issued by Siebel Institute of Tech- 
nology for six years. 


For Direct Mail 


Sturgis Lithograph Co., Sturgis, 
Mich., has developed an unusually 
attractive method of printing illus 
trations on post cards. Giving the 
appearance of actual photographs, 
the cards are useful as direct mail 
pieces. 


“Star” Moves 


Following the merger of Terre 
Haute Star with the Tribune, Terre 
Haute, Ind., offices of the former 
publication have been moved to the 
Tribune building. } 


Has College Account 
College Publishers’ Representa 
tives, Inc., New York, has appointed 
as Pacific Coast managers Williams 
& Co., of San Francisco, Los Angeles 
and Seattle. 


Hunter with Screenland 

Paul C. Hunter, until recently with 
the International Magazine Co., has 
been appointed advertising manage! 
ot the Screenland Unit, New York. 


Reopens Round Table 


Greater Buffalo Advertising Club 
has reopened its semi-weekly round 
table programs for the winter. 
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The True Story of the American 
Wage-Earner as a Stabilizing Force 


We promised to give to you important opera- 
tors of American business affairs, who are appar- 
ently among the readers of these pages, some 
rather direct information regarding the equally 
important mass of America’s wage-earners who 
are now in the forefront of your minds. 


It is not our purpose to discuss this great Amer- 
ican wage-earning mass as a market for your 
products. If, in your judgment, they are not a 
market, then you may as well close up shop. 
American factories, including your factory, are 
geared for mass production. And the only place 
you can get the mass consumption necessary for 
such production is in your overpoweringly great 
wage-earning masses. Selected, of course, from 
amongst that mass that is still employed and 
best employed; but there is no longer even a 
desperate hope of any great market in any other 
class. 

k wk * * * 


Our purpose is rather to discuss the stability 
of that wage-earning mass, the tremendous job it 
has done in holding the boat steady during the 
past three years when the very captains have 
been most doubtful of the outcome, its position 
now as you come into calmer seas, and its capac- 
ity to carry on as you lay your course toward 
the harbor of prosperity. 


First of all, please be advised that we do not 
presume to speak for the wage-earners of Amer- 
ica, but we do feel very capable of speaking of 
them. True Story Magazine is at the receiving 
end of many, many thousands of their letters and 
manuscripts, all too real in their personal expres- 
sion and far too numerous to have any doubt of 
their authenticity. 


These letters and manuscripts tell us in no un- 
certain terms that the American wage-earner still 
wants the good things of life, the more cultural 
things with which he was getting acquainted in 
1928 and 1929, that his spirit has in no wise been 
broken, and that his capacity for getting these 
things under a process of selectivity is about the 
same as yours. 


True Story is fortunate in always having about 
two million of this selected group that is still 
employed, and well employed. We know this be- 
cause True Story is mainly sold on the news- 
stand from month to month. It is practically the 
only magazine that wage-earning America does 
buy. And we know from long experience that 
when wage-earners get out of a job, or when 
things tighten up, the first thing they stop buy- 
ing is a magazine. 


This magazine has always been a perfect 
barometer of employment and a perfect barome- 
ter of employment is always a perfect barometer 
of sales. ee, 

x * * * * 


So first we take our innumerable human docu- 
ments here at True Story Magazine to find out 
whether the wants and desires and ambitions of 
the wa¢ge-earners are still the same. Then we try 
to see whether they are getting any of these things 
in the more selected groups where capacity still 
remains, and then we go over to your side of the 
fence and see how this desire and capacity is re- 
flected in what you are doing at the factory end. 


Almost any product is as good to check on as 
any other. Automobiles are probably the hardest 
test; so let’s take them. 


Toward the end of this year of our Lord 1932 
the biggest selling automobile amongst the higher 
priced cars— that is, cars that sell for a thousand 
dollars or more—represents only about five per- 
cent of the total sales of automobiles. And in its 
advertising, this car claims a sale three times as 
great as any other car in its class. 


Each of the two most famous, best known 
makes of high priced automobiles this year rep- 
resents less than six-tenths of one percent of 
the total automobile sales. 


All of the automobiles of all of the automobile 
companies that come above the first price levels 
represent less than thirty percent of the total sales. 


So you have over seventy percent of the total 
automobile output for 1932 concentrated in 
Plymouths and Chevies and Fords and Rocknes 
and Essexes. 


These are facts about which a considerable 
amount of thinking can be done. Of course, quite 
a few of you malefactors of great wealth, as you 
used to be popularly called, are now riding in 
Plymouths and Chevies and Fords. But all recent 
surveys show that a very high percentage of 
these Plymouths and Chevies and Fords are 
still going to the great wage-earning market 
where they have always gone. In fact, one of 
the three big automobile companies just recently 
checked this up and found it so. 


It is exceedingly interesting how we are able 
here at True Story to take the mass of grist that 
comes to our mill, get the perfect reflection of 
what it means, and then go out and find it veri- 
fied in your mill. 
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Chek-Chart Provides 
Sales Training Film 

Raymond Shaw, president of the 
Chek-Chart Corporation, Chicago, has 
announced that a moving picture 
film demonstrating correct methods 
of selling lubrication service is to 
be produced under its supervision 
by Trade Ways, Inc., New York. It 
will be distributed to oil companies 
for use in training station attend- 
ants. 

While a minimum of 100 prints 
will be used, they can be individual- 
ized through the use of material 
supplied by each company which de- 
sires to feature its own products. 
The Chek-Chart company also sup- 
plies without charge a sales training 
course to oil companies. 


Van De Mark in New Role 


Curtis W. Van De Mark, former 
president of Health-O Quality Prod- 
ucts Co., has opened an office in the 
Blymyer Bldg., Cincinnati, as a sales 
counsellor. He is the author of nu- 
merous articles on sales psychology 
and has been in the mail order sell- 
ing field for 30 years. 

Mr. Van De Mark is president of 
Cinicnnati Advertisers Club, and a 
member of the lecture board of Ad- 
vertising Federation of America. 


Unique Teaser Series 
Introduces Dodge 


Dodge Bros. Corp., Detroit, is 
using a series of movie, stage and 
radio star testimonials in newspa- 
pers in approximately 90 cities to 
build up public interest in the new 
model which will be announced 
Jan. 7. 

Copy which features the star giv- 
ing an “inside tip’ on the new car, 
which he saw at a “special showing,” 
is used in each city as the dealer 
there receives shipments. 


Meredith to Saenger 


Jack Meredith, formerly with Exz- 
hibitors Herald World, and more re- 
cently with Publix, New York, has 
been transferred to New Orleans as 
advertising director of the newly or- 
ganized Saenger movie chain, com- 
posed of 200 theaters in the New Or- 
leans territory. 


Photographer Adds Three 


J. M. Hoddle, formerly of Layne- 
Hoddle; Frank Willming, former 
president of Frank Fulton Studio, 
and W. F. Kelley, former sales man- 
ager of Buell Mfg. Co., have joined 
the staff of Shigeta-Wright, photog- 
raphers, Chicago. 


CROSLEY FEATURS 
ITS ENTIRE LINE 


(Picture on Page 20) 


Cincinnati, O., Dec. 1.—Heralding 
what many signs of general improve- 
ment have indicated, to it, to be a 
new era in business, Crosley Radio 
Corporation launched a new institu- 
tional-type campaign with page 
space in the current Saturday Eve- 
ning Post, featuring its complete line 
of products. 

“Dealer and consumer alike are in- 
formed through this unified effort 
that Crosley weathered the storm 
and is ready with its complete line 
for the upturn in business,” G. H. 
Corbett, advertising manager of the 
company, explained. 

“It has been the practice of radio 
manufacturers to push radios in win- 
ter and refrigerators in summer, but 
we feel that, because of the pros- 
pective expansion in business, we 
must remind buyers, with this insti- 
tutional copy, how to be ‘there with 
a Crosley’ in every one of its 
branches,” he continued. 

“The campaign includes the mer- 
chandising of this advertisement 
with a mailing of 65,000 reprints of 
it along with broadsides, descriptive 
of each line, to our dealer list. This 
list includes 20,000 who are now han- 
dling Crosley products and 45,000 
prospects. 

“The prospects include many who 
are not radio or refrigerator dealers, 
but because of the nature of their 
business we feel they might be inter- 
ested in adding this new and profit- 
able line.” 

The Crosley company has capital- 
ized the present tendency to look for 
the inexpensive by introducing its 
new five tube radio set which sells 
under $20. It is also stressing the 
low price level of its refrigerators 
and its recently introduced auxiliary 
heater. The company is now in the 
front rank of radio manufacturers 
with its present output of 2,500 sets 
a day. 


Kaufman Names Garfield 


Kaufman Hats, New York, men’s 
hat chain, has appointed Hirshon- 
Garfield, Inc., New York. 
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R. H. Macy & Co., 


SOMETHING HAS HAPPENED TO THIS SLOGAN 


A LP) And these bright young 

Z people are in the mood to en- 
=== joy healthy, calm, sanitary 
fun because they've avoided 
bills by shopping at Macy's. 


New York, used this perversion of the current 
Lucky Strike slogan in recent ay ae copy to point out the 
advantages of avoiding bills 


y shopping at Macy's. 


Now Reincke-Ellis- 


Younggreen & Finn 


Following the addition of Charles 
O. Younggreen and Joseph H. Finn 
to the staff of Reincke-Ellis Co., Chi- 
cago, the agency’s name has been 
changed to Reincke-Ellis-Younggreen 
& Finn. 

Other principals are Arno B. 
Reincke, Wallace Meyer and C. C. 
Stevens. 


Pepsal to Rossiter 


Imperial Metal Manufacturing 
Corp., Long Island City, N. Y., maker 
of Pepsal, salt and pepper container 
and other specialties, has placed its 
account with Ralph Rossiter, Inc., 
New York. Magazines, business 
papers, direct mail and dealer helps 
will be used. 


William Clemens Dead 


William A. Clemens, former pub. 
lisher of the Mobile Item, and sec- 
retary of Mobile Chamber of Com- 
merce, died in Louisville, Nov. 23, 
following a long illness. He was at 
various times connected with lead- 
ing southern dailies. 


Prints in Two Plants 


Because of circulation increases 
resulting from the merger of St. 
Louis Times with St. Louis Star, the 
Star and Times is now printing in 
two plants. Approximately 50,000 
copies daily are run in the former 
Times plant. 


Trood Goes to Agency 


S. Pomeroy Trood, formerly adver- 
tising manager and publicity direc- 
tor of Los Angeles Steamship Co., 
has been elected vice-president of 
Bowman-Deute-Cummings, Inc., San 
Francisco agency, and will direct 
their Los Angeles office. 


W. A. Hickox Is Dead 


William A. Hickox, 78, for 40 
years advertising manager of Brad- 
ley & Hubbard Mfg. Co., Meriden, 
Conn., lamps, chandeliers and art 
metal goods, died Nov. 22 after a 
long illness. 


Four Name Duncan Scott 


Duncan Scott, San Francisco pub- 
lishers’ representative, has been 
named Pacific coast representative 
for American City, Contractors and 
Engineers Monthly, American School 
and University, and American Mu- 
nicipal Index. 


Gives Agency Discount 

Distribution and Warehousing, 
New York, will allow an agency dis- 
count of 15 per cent effective with 
the January, 1933, issue. 


Enlarges Page Size 
Effective with the January, 1933, 
issue, the page size of Fuel Oil Jour- 
nal, New York, will be enlarged to 
seven by ten inches. 


W. T. O’Connor Dies 


William T. O’Connor, assistant edi- 
tor of publications for Prudential 
Insurance Co., died at his home in 


Newark, N. J., Nov. 25. 


Unified Copy 
Program Laid 
Out by Sears 


Chicago, Dec. 1.—A _ functional 
definition of the national retail ad- 
vertising department of Sears, Roe- 
buck and Co. has been completed 
with the announcement by L. S. 
Janes, Sears’ publicity director, of 
the appointment of Irving Price, for- 
merly advertising manager of L. 
Bamberger & Co. of Newark, as re- 
tail advertising manager, and John 
B. English, formerly of the Scripps- 
Howard national advertising organ- 
ization, as supervisor of field adver- 
tising. 

The organization of the depart- 
ment into two parallel divisions 
headed by Mr. Price and Mr. English 
marks a step in the Sears plan to 
carry out a unified advertising pro- 
gram through its entire retail sys- 
tem. The new policy will move 
toward the establishment of greater 
uniformity in respect to layout, art, 
copy, typography and promotional 
effort in all of the company’s retail 
advertising. Deviations from the 
national policy will be made only in 
acquiescence to local preferences 
where such an adjustment of na- 
tional standards to established local 
conditions seems desirable. 

Sears is spending approximately 
$7,000,000 a year on newspaper ad- 
vertising and there are indications 
that this figure may be increased. 
The company has committed itself 
definitely in favor of the local news- 
paper, and more intensive investiga- 
tion of local newspapers in cities 
where the Sears stores are located 
will be made by the newly organized 
research division of the national ad- 
vertising department. 

The national advertising office’s 
cut, copy and layout service will be 
created under the supervision of Mr. 
Price. It will, of course, be based 
on the merchandising and special 
promotional schedule of the national 
organization which will draw more 
uniformly together the selling activi- 
ties of the retail stores. 

Mr. English’s duties as supervisor 
of field advertising will be chiefly 
the coordination of the work of the 
national advertising department 
with the activities and the problems 
of the local retail units. 


Bring Santa to Buffalo 


J. N. Adams & Co., Buffalo, spon- 
sored a “bring Santa to Buffalo” cam- 
paign, which resulted in the venera- 
ble gentleman’s arrival at the local 
airport Thanksgiving day, where he 
was welcomed by a large crowd of 
youngsters and their parents. 


Close Post Office 


Post offices throughout the country 
will close all day Sunday and Mon- 
day, Dec. 25 and 26, except for the 
handling of special delivery mail, it 
has been announced. 


me 


‘BUY RIGHT NOW 
CHRYSLER URGES 


Detroit, Mich., Dec 2.—Under the 
challenging headline—‘Let’s Al] g0 
Ahead—the Time for Waiting jg 
Past’—Walter P. Chrysler took 
large newspaper space in principaj 
cities, yesterday, to tell his Plymouth 
dealers and those of the public who 
cared to “listen in,” that now is the 
time to buy an automobile. 

The advertisement was interpreteg 
in automobile circles here as a qj. 
rect answer to Chevrolet, which jg 
urging prospective buyers via news. 
papers and outdoor to keep an ope 
mind on the automobile question 
until introduction ofthe new Gen. 
eral Motors lowest-priced unit 
“sometime in December.” 

“You and everybody else are ip. 
terested in making business better 

. right now! We introduced a 
new Plymouth Six two weeks ago 
with remarkable success. 

“Our Plymouth factory is running 
full force. We have put a lot of mep 
to work, not only in our factory but 
in hundreds of other factories which 
supply us materials. 


“Get Started Now” 


“We do not believe in waiting 
around ourselves, nor in asking any. 
one to wait around for us. The way 
to get things started is to start .., 
and if you want to start something 
that will keep on going, especially 
in these times, it has to be good.” 

Mr. Chrysler after describing the 
quality of his new product, resumed 
his “buy now” argument: 

“Don’t let yourself lose sight of 
our goal. We want to make Plym- 
cuth America’s next Number One 
Car on its merits. We built value 
first, because we want people to buy 


now ...a Plymouth if we can con 
vince them ...some other car if 
we can’t. 


“So let the buyer be the judge. 
Never try to hold up a sale. Shoot 
square with yourself, your customer, 
your competitor. Ask the public to 
‘Look at All Three’ and... May 
the Best Car Win.” 

J. Sterling Getchell, Inc., is the 
Plymouth agency. 

Newspapers carrying the adver: 
tisement were distributed by news: 
boys calling, “Walter P. Chrysler 
Extra!” at the De Soto dealer con: 
vention in Detroit the day it ap 
peared. 


Henry Brooke Dies 


Last surviving founder of the San 
Francisco Press Club, Henry L 
Brooke, former manager of San 
Francisco Journal of Commerce, died 
Nov. 25. He was at various times 
on the staffs of San Francisco Bu: 
letin and Call, and New York World 
and Sun. 


Flanagan Repeats 


John C. Flanagan, of the Chicago 
staff of St. Louis Post-Dispatch, was 
passing out cigars this week, the 
occasion being the arrival of his sec 
ond daughter Nov. 30. Miss Flana- 
gan tipped the scales at eight 
pounds. 


Van Norman Appoints 


Advertising of Van Norman Ma 
chine Tool Co., Springfield, Mass. 
has been placed with K. R. Suther- 
land Co., Boston, effective Jan. 1 
Business papers and direct mail will 
be used. 


Names Platt-Forbes 


Advertising of Paterson Vegetable 
Parchment Co., Passaic, N. J., has 
again been placed with Platt-Forbes, 
Inec., New York. Magazines, business 
papers and direct mail will be used. 


Form Atlas Agency 


Atlas Advertising Agency has beet’ 


erganized at Bridgeport, Conn., bY 
Mary A. Colvin, Vernon Ss. Smith 
and Rose Schnee, all of Newarh 
N. J. 


Weston Names Basford 

Effective Jan. 1, advertising @ 
Weston Electrical Instrument Corps 
Newark, N. J., will be placed WY 


1G. M. Basford Co., New York. 
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ADVERTISING AGE 9 


——— 


HE rebuilding and recondition- 


ing program of the brewing in- 
dustry is in progress right now—full 


steam ahead. 


No manufacturer in America today 
is so keenly alive as the brewer to 
the necessity for modern methods 
and equipment. Today he is making 
the decisions which will govern his 


purchasing orders the day that beer 


is legalized. 


The one publication reaching the ex- 
ecutives of every active and inactive 
plant in America—twice a month— 
is THE BREWING INDUSTRY. It is 
the modern business paper in this 
field — as up-to-date as tomorrow 
morning’s newspaper. The brewers 
read this paper — subscribe to it. 
Leaders of the industry tell us they 
prefer this type of publication. Their 
subscriptions — dozens of which 
have been received daily for the last 
three months— prove this. 


(e > 


Advertising forms for December 
17th issue close December 14th. Rate 
card gladly furnished upon request. 


Telephone: CAledonia 5-3446 


- The Brewing Industry 


An Independent National Newspaper for the Brewing and Allied Industries 
475 FIFTH AVENUE - NEW YORK > 


7! Ulleg Veig ‘rg, 
The) Th 
» digg,” 


CABLE ADORESS 
WAVERLY, HOBOKEN. 
P.O. BOX 322 HOBOKEN. WJ. 


, fe te | 
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WEST SHORE R. R. Depor. 
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N.Y. Orrica—1776 BRoaDway Se a 


BREWERS’ SYRUPS 
HOBOKEN. NEW JERSEY 
November 26th, 1932. 


Mr. A. J, Fehrenbach 
The Brewing Industry 
475 Sth ave., New York City 


Dear Mr. Fehrenbach: 


Many monthe ago when you first intefviewed me for suggestions 
that might be helpful in the organization of a newspaper for the 
brewing and allied industries, I felt that these industries 
needed an alert, aggressive newspaper; a paper which would carry 
information of importance to the brewer, the supply man and to 
— who had an interest in the economic aspects of a revived 
ndustry. 


You have acted upon the suggestion of many of the leaders of 
pet i and you have brought into being the type of publication 
nee ° 


I congratulate you on the excellent and workmanlike job you are 
doing, and you and yourpssociates have my best wishes for succes ps 


very truly, 


(7 Ay) GMERSCHLAG PMPINING CO. 
GL g Uy 7 wy ag 


/ 


SUBSCRIPTION BLANK 


THE BREWING INDUSTRY 
475 Fifth Ave., New York, N.Y. 


Enclosed please find $2.00 for which 
send “The Brewing Industry” twice a month 
for one year to: 
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December 3, 1932 


LAUNCH CLINIC 
IN INTEREST OF 
BETTER BUYING 


Answer to President's Con- 
ference, Says Sears 


Chicago, Dec. 1—With the ambi- 
tious program of teaching women 
how to recognize quality in fabrics, 
and then determining whether any 
given article is fairly priced, the 
Sears Clinic of Household Science 
was opened today in the presence of 
several hundred club women and 
others. If it is successful, others 
will be opened wherever the com- 
pany has stores. 

One objective of the clinic is to 
create demand for quality merchan- 
dise. This will be accomplished by 
“teaching women how to buy intelli- 
gently.” Sears, Roebuck & Co. em- 
phasize, however, that no brands 
will be discussed or promoted. 

“While the object of establishing 
the clinic is somewhat selfish,” D. M. 
Nelson, vice-president and general 
manager of the company, said in an 
address at the initial session, “we 
hope that in carrying out the ideas 
of the clinic it will in no way be a 
commercial institution. 


No Brands Favored 


“It will not promote any field or 
any brand of merchandise. Where 
specific information is requested, the 
consultant must be told all of the 
pertinent factors relating to qual- 
ity, but make no recommendation 
either as to brands of merchandise 
or where the product may be pur- 
chased.” 

Occupying large space on the sixth 
floor of Sears downtown department 
store, the clinic will present a series 
of exhibits designed to teach women 
hew to judge fabrics. Manufactur- 
ing processes will be shown only 
when essential to this end. Exhibits 
will be changed periodically. 

A huge sign summarizes the pur- 
poses of the clinic and urges the 
public to “consult us freely on 
all buying questions.” Opposite a 
“household shopping list’’ was placed 
a “purchase test,” reading as fol- 


lows: 
“Has it good construction and 
cuality? Is it suited to the purpose 


I have in mind? Is it practical? 
Will it wash? Is the price right? 
Does it appeal to me?” 


Show Washing Methods 


Among the exhibits were “a blan- 
ket of good quality, but overnapped 
to give a fluffy appearance, decreas- 
ing its tensile strength’; another 
blanket “incorrectly washed in water 
too hot, rinsed in much _ cooler 
water, the result being shrinking 
and felting of wool fibres.” Spec- 
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TO PROTECT DOMESTIC MARKETS 


‘ 
ne 8 
? F 


‘ 
* 


for, 


ie »Get More for Your MONEY... 
i Help a Worker Hold His Job 


‘These are the things you decide 
cheep foreign made goods and quahty goods of 
manuiecturs 
American martets today are being invaded with inferioe 
foreign wnications of Ames<an merchandise, 
these low first cost may make wich imitations seem Hike 
& good buy. But poor workmanship and bad materials =F 
Make them many mes More costly im te end! 
In addition every dolla: 
merchandise helps thoow an American worker out of 
We know that these thir.gs are true today in the electric 
Jomp bulb wxiustry. And that (Mey ore also ue of many 
other mmportem American 
‘That te why we osk you to . . Buy American . . get more 
YourMoney. (job! 


HYGRADE SYLVANIA CORPORATION, makers of HYGRADE 


JARSS., end HHPORIIIN. Poa. 


RK «or unemployment? Honem value~or 
shoddy goods ? High rianderds of living or low? 
when you choose between 


In ones tee 
you speed far foreign-made 
8 job, 


business. 


seabelp & worker hold nis job! 


LAMPS 
RADIO Tues 


@unt. 


AND SYLVANIA SET-TESTED 


Hygrade Sylvania Corporation used this 1000-line ye ve ne copy 
this week to appeal to nationalism in an attempt to check spreading 


sales of cheap imported lamps. 


Much copy stressing this theme 


may be expected if flooding of the American market with foreign 


goods produced at non-competitive prices continues. 


tators were invited to note the re- 
sidue of wool in the tub after the 
washing. 

Why stockings and other gar- 
ments shrink in washing was also 
explained by exhibits. While incor- 
rect laundering is sometimes at 
fault, cheap materials or faulty man- 
ufacture is usually to blame, it was 
said. 

Mrs. Heiner, of the faculty of the 
University of Chicago, is director of 
the new Sears Clinic of Household 
Science. The speaker at the opening 
of the clinic was Mrs. John D. Sher- 
man of Washington, D. C., Ameri- 
can homes chairman, General Fed- 
eration of Women’s Clubs. Mrs. 
Sherman made many unflattering 
references to advertising. 


Laboratories to Help 


Sears, Roebuck & Co. have placed 
their testing laboratories at the serv- 
ice of the new clinic. These labo- 
ratories comprise a textile division, 
a general chemical division and an 
electrical, physical and mechanical- 
engineering division under a staff of 
chemists, physicists, engineers and 
home economists. 

The clinic is also described as the 
answer to the recommendation of 


THE MAGAZINE 


INCREASE 


December Woman's World, the 
first issue under the new ownership, 
shows a gain of 16.5% in advertising 
lineage over last December. The Jan- 
uary issue being mailed to you this 
week, contains 22.5% more advertis- 
ing than last January. 


WOMAN’S WORLD 


OF THE COUNTRY 


the committee in President Hoover’s 
conference that “consumer education 
be directed toward teaching the 
technical information necessary for 
an adequate understanding of the 
performance of materials and con- 
struction and their utilitarian and 
economic value for various house- 
hold uses.” 


Muir and Wiley Are 
Picked for Trade Posts 


Malcolm Muir, president of the 
McGraw-Hill Publishing Company, 
New York, and Louis Wiley, busi- 
ness manager of the New York 
Times, have been elected to the 
board of directors of the Merchants 
Association. 

Mr. Muir has also been named 
vice-chairman of the Committee on 
Industrial Rehabilitation for the 
Second Federal Reserve District. 


Gaffney and Curran 


Bare Past in Scenario 


Fox Film Corporation has bought 
a scenario titled, “The Ad Man.” The 
plot is laid in an advertising agency. 

Arch Gaffney, vice-president, Fer- 
tig, Slavitt & Gaffney. Inc., New 
York, and Charles Curran, formerly 
with Newell-Emmett Co. and now 
with Warner Brothers, are the au- 
thors. 


Shores with McCaffrey 


Clifford M. Shores, formerly with 
Campbell-Ewald Co., has joined Mc- 
Caffrey & Co., Oakland, Cal., agency, 
as vice-president. Ruth R. Anderson 
has joined the agency as head of the 
radio department. 


Axmacher to Silex 


George W. Axmacher, for ten 
years with Landers, Frary & Clark, 
New Britain, Conn., has been named 
sales manager of the Silex Co., Hart- 
ford, coffee percolators. 


Rob Daily of $2,300 
The New York Jewish Morning 
Journal was robbed of $2,300, the 
payroll for the mechanical depart- 


ment, by two gunmen Tuesday at 
noon. 


Coast Magazines Move 


Western Magazines, Inc., Coast 
Banker and Coast Investor, has 
moved from 576 Sacramento Street 
= 405 Montgomery Street, San Fran- 
cisco. 


‘BUY AMERICAN’ 
CAMPAIGN BEGUN 
BY LAMP MAKERS 


New York, Dec. 1.—Taking the 
first step in a campaign designed to 
prevent inroads of foreign merchan- 
dise made at prices with which 
American manufacturers cannot 
compete, Hygrade Sylvania Corpora- 
tion, Emporium, Pa., makers of elec- 
tric light lamps and radio tubes, has 
launched a campaign in key news- 
papers throughout the country, fea- 
turing the slogan, “Buy American.” 

Although paid for by the corpora- 
tion, copy is devoted almost entirely 
to pointing out the dangers of buy- 
ing foreign products at the expense 
of American industry, selling copy 
being only indirect and character- 
ized by special reference to lamp 
bulbs. 

First shot appeared in New York 
Times Nov. 22, with identical copy 
in Chicago Tribune, Washington 
Star, Pittsburgh Post Gazette, Bos- 
ton Herald-Traveller, San Francisco 
Chronicle, Cincinnati Enquirer, De- 
troit Free Press, Cleveland Plain 
Dealer, and Philadelphia Morning 
Ledger appearing in rapid succes- 
sion. 

The same copy will appear in the 
Dec. 6 issues of Los Angeles Times, 
St. Louis Globe Democrat, Baltimore 
Sun, Columbus Dispatch, and Seat- 
tle Times, with the campaign wind- 
ing up with a page in color in the 
Dec. 31 issue of The Saturday Eve- 
ning Post. 


Expect Other Campaigns 


Patterned along the lines of the ef- 
fective “Buy British’ campaign, 
which has promoted the sales of do- 
mestic products in Britain, the cur- 
rent copy is expected to be the fore- 
runner of similar campaigns spon- 
sored by other companies whose 
business has been especially affected 
by the importation of cheap competi- 
tive foreign products. 

The Hygrade Sylvania copy, fea- 
turing photographs of typical Amer- 
icans on a background of an “Uncle 
Sam hat,” is brief, but hard-hitting. 
Captioned, “Get more for your 
money. .. Help a worker hold his 


job,” the copy continues: 
“Work—or unemployment? Hon- 

est value—or shoddy goods? High 

standards of living—or low? 
“These are the things you decide 


when you choose between cheap, 
foreign-made goods and _ quality 
goods of American manufacture. 

“American markets today are be- 
ing invaded with inferior foreign 
imitations of American merchan- 
dise. In times like these low first 
cost may make such imitations seem 
like a good buy. But poor work- 
manship and bad materials make 
them many times more costly in the 
end! 

“In addition—every dollar you 
spend for foreign-made merchandise 
helps throw an American worker 
out of a job. 

“We know that these things are 
true today in the electric lamp bulb 
industry. And that they are also 
true of many other important Amer- 
ican businesses. 

“That is why we ask you to.. 
Buy American... get more for 
your money .. . help a worker hold 
his job!” 


CBS Starts Television 


Columbia Broadcasting System has 
begun regular daily transmission of 
images from a new ultra low wave 
experimental station, W2XAX, New 
York. 


Klauber Back on Job 


Edward Klauber, executive first 
vice-president of Columbia Broad- 
casting System, Inc., has returned 
from a trip to Europe. 


“News” Names Kimball 


Columbia, Pa., News has appointed 
Fred Kimball, Inc., national adver- 


tising representative. 


i 


‘‘Steel’’ Rates 
To Be Reduced 
To 1921 Level 


Cleveland, Dec. 1.—Steel, publisheg 
by the Penton Publishing Company, 
one of the leading business publish. 
ing houses of the country, has ap. 
nounced that effective Jan. 1, 1933, 
its rates will be adjusted to the 192) 
basis. 

The adjustment, it was stated, is 
being made to conform to circula. 
tion and circulation possibilities, anq 
to provide the opportunity of more 
advertising per dollar. 

“We anticipate that the lower 
rates will be offset by an increase 
in advertising volume,” said George 
O. Hays, business manager of Steel, 
“thereby enabling us to maintain our 
present performance in all essentials 
affecting readership, and at the same 
time to give each advertiser better 
value per dollar of expenditure.” 

It was also announced that Steel's 
classified where-to-buy section, a free 
advertisers’ service which has ap- 
peared in each weekly issue, will 
hereafter be published only in the 
first issue of each month. 


Chicago Chain 
May Puablish 
New Magazine 


Chicago, Dec. 1.—Independent Gro- 
cers’ Alliance is considering enter- 
ing the publishing field, it became 
known here this week. If it carries 
out the project, its new magazine 
will be patterned after ‘“Entertain- 
ment,” created by Seeman Brothers, 
New York, for their voluntary chain. 

According to present plans, the 
magazine will be confined to the 
grocery field. If it is successful, an- 
other may be issued by Independent 
Druggists’ Alliance, affiliated chain. 
Both organizations are headed by 
J. Frank Grimes. 

I. G. A. has been watching the 
progress of chain store magazines 
with much interest and has almost 
decided on the publishing venture. 
If it does the magazine will make an 
active effort to secure advertising 
from food manufacturers. 


Horton Picks Mosse; 
Agency Adds Gould 


Horton Manufacturing Co., Bristol, 
Conn., fishing tackle and golf clubs, 
has appointed Rudolf Mosse, Inc, 
New York. 

Maurice S. Gould, formerly vice- 
president of the Chas. W. Hoyt Co., 
New York, is a new addition to the 
agency staff. 


Adjusts Color Rate 


American Magazine, New York, 
has reduced the rate for four color 
pages and inside covers from $7,650 
to $7,000, effective with the Febru- 
ary issue. 


Rosenthal Joins Agency 


Lawrence M. Rosenthal, formerly 
in the advertising department of A. 
Stein & Company, Chicago, and Prin- 
cess Pat Cosmetic Co., has joined the 
Chicago office of Gale & Pietsch, Inc. 


Two for Clarke 


E. A. Clarke Co., Philadelphia, is 
using local newspapers for Dawn 
Donut Co., and automotive papers 
~~ Atlas Abestos Co., North Wales, 
a. 


De Motte With Williams 


Ralph De Motte, formerly with 
Chas. E. Miller, New York, has joined 
the San Francisco office of Williams 
& Co., publishers representatives. 


Atherton to Animated 


Frank W. Atherton has_ beet 
named director of creative art for 
Aa Advertising Displays, De 
troit. 


Baldwin Leaves Conover 


Frank Baldwin, vice-president and 
for 15 years production manager and 
account executive with S. A. Conover 
Co., Boston, resigned Nov. 5. 
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December 3, 1932 ADVERTISING AGE 


{ This Single Issue 


—_— 


(breaking all previous Globe-Democrat records 
for daily advertising volume and number of pages) 


was the big single factor 
in doubling the shopping 
erowds at St.Louis stores 


Stores taxed to capacity ... 82 Traftie officers required to handle downtown flow 
of pedestrians and vehicles... Department Stores add 500, 600, 1500 extra 
employes... *Biggest Day of the Season”’ for some stores... 


Tu ANKSGIVING brought new records to 


St. Louis—the largest daily issue ever published 
by The Globe-Democrat, St. Louis’ largest daily. 

. More paid advertising than ever before car- 
ried in one issue of The Daily Globe-Democrat. 


Alone that day (while other St. Louis papers 
suspended for the holiday), The Globe-Demo- 


crat carried the messages of advertisers. 


And the crowds responding next day filled 
the stores in record numbers. Advertisers credit 
The Globe-Democrat—the newspaper which 
has proved that it can do the job by itself. 


Si. Louis 7. obe-Democrat | 


The Nowepere =" »=_ of Ihe 49% ' State 
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ADVERTISING AGE 


December 3, 1932 


FREE BANK AND 
30-DAY TRIAL 
AID G-E SALES 


(Continued from Page 1) 


lines, changed the order to trial of- 
fer, bank and refrigerator. 

“The trial offer has been in force 
ever since the product was put on 
the market and we have used the 
bank a year,” said Mr. Campbell. 
“We had not advertised the trial of- 
fer before, because we thought we 
could not afford to extend the privi- 
lege to any but selected prospects, 
and we had avoided reference to the 
bank in our copy because we consid- 
ered it a side issue, likely to cause 
confusion and deprive the product 
of attention. 

“As these selling aids could not 
have been news to many prospects 
in this territory, the remarkable fact 
brought out by the campaign is that 
they seemed to convey much greater 
significance in terms of the prod- 
uct’s merits and economy when used 
as copy leads.” 


Mail Order Copy Used 


The advertisements were typically 
“mail order,” considering — style, 
length and coupons. The coupons 
were good for a free household 
budget book, for which a value of $1 
was claimed. Mailed and brought in 
to the company’s 14 showrooms in 
gratifying mumbers, the coupons 
proved highly illuminating and stim- 
ulating to salesmen forced to depend 
chiefly on canvassing for their leads. 

The “bank advertisement” was 
dominated by a huge halftone illus- 
tration of the bank and the word 
“free” in the headline. The bank 
was illustrated again with a line 
drawing accompanying straight bank 
text in a panel. The refrigerator 
was illustrated but once with a line 
drawing half the size of the princi- 
pal bank picture. The headlines and 
bank read: 

“Great News! This clock helps 
you own a G-E refrigerator. It’s 
yours free. Also please accept a 
beautiful new General Electric re- 
frigerator on 30 days free trial— 
keep account of its daily savings— 
deposit them in the clock—then if 
you decide to buy the refrigerator, 
the clock will make your first pay- 
ment.” 


“Pay Out of Savings” 


The general theme of the text is 
that the refrigerator will save 
enough to easily meet installment 
payments. Housewives are encou- 
raged to make a game of getting the 
payments together by figuring the 
savings on each meal and depositing 
these small amounts in the clock 
bank which automatically registers 
receipts. 

The “trial offer advertisement” 
used a different introduction to tell 
the same story. It was _ headed, 
“Now—a G-E refrigerator free for 30 
days. No money to pay—no order to 
sign. Then pay only 23 cents a day 
if you decide to keep it.” 


This advertisement was __illus- 
trated with a human interest compo- 
sition, showing two housewives 


seated in the kitchen in front of a 
G-E. The proud owner is holding a 
bank clock in her hand while ex: 
plaining to her friend how the re- 
frigerator pays for itself. 


Two Join Agency 


J. M. Roush and M. L. Savage have 
joined the staff of Smith & Drum, 
Inc., Los Angeles, as account execu- 
tives. 


Names Erwin, Wasey 
Advertising of Sprague, Warner & 
Co., Chicago, wholesale grocers, has 
been placed with the Chicago office 
of Erwin, Wasey & Co. 


Issues Travel Edition 


Miami Herald has just issued its 
annual travel and resort tabloid fea- 
turing winter resorts in Florida, 
Cuba and the Bahamas. 


SANTA (AND MRS. SANTA!) ABANDON THEIR 


XTRAL MD. SANTA CLAUS FOR 
~ FIRST TIME IN HISTORY 
LEAVES NORTH POLE 


va 


* TO APPEAR WITH SANTA AT 
J KRESGE STORE IN NEWARK! 


ee 


*., ves it ‘Ad. tay, webo- for count: © cenieri¢s bas been Santa's 
Spee wm their arctic workshop, bas agre¢d ro come to’ Newark 4 
E to gedet, and cake to hte great, dig, kindly. heate the thousands . 
‘sof of children sho have heard of het, but have nevis seem the dear. ~ 
«,, old jady. How jolly and buxom she crust. be we an only half soe * 
£, S08 Sieh the wieedom srleghonn. pice. tepesduced bene, which . 
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“Upon arrival Santa and his wite wilt { 
officially open Santa ClausLane’on 


. © eg oe ng: he grrprataa tad 


Thousands Will G reet World- Famous Couple 
‘Upon Their Arrival at Newark Alngrt, bene he 
Morning, at 10:30 O'Clock 


‘No greseer pace off ocws coubi pox aij hs densintd te pase ecibactnigesai 
he demred tor the children ‘The wi ite workd is grateful ro the dew hndy for being se 
good «to leave het jand of perper «lice and enum and vy down here te Newath wich 
ld Saset Nick fuepsclf. ay after « ay ctriletoen wilt he able 10 visir’ shit world famous 
couple ie ther home on tie filth loor of the Krewe Depatemat Stare it New ark, 
Mrs. Santa Claus is. bringing Whale’s Tooth 
Necklace, Bottle of Perpetual Snow, Magic 
Arctic Ol, and other exhibits from the North. 
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SEE MR. AnD MRS. SANTA CLAUS AT THE KRESGE DEPART- 
MENT STORE IN NEWARK, BEGINNING SATURDAY NOON — 
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FAITHFUL REINDEER 


WATCH FOR 
LATEST NEWS 
FLASHES 


Santa no longer comes on Christmas night, these newspaper ad- 
vertisements for Kresge Department Store, Newark, N. J., and 


Carson, Pirie Scott & Co., Chicago, indicate. 


He comes ahead of 


time, traveling most ——— by air. Kresge has apparently scooped 
the world by inducing Mrs. Santa, who has kept quietly in the back- 
ground all these years, to accompany her world-famous husband. 


ELGIN PROGRAM 
IS HELD BEST 
MERCHANDISED 


Chicago, Dec. 1—A _ local celeb- 
rity wins membership in the Elgin 
Adventurers’ Club. The local jew- 
eler summons him to his store to 
receive the handsome medallion cer- 
tifying this fact. The local news- 
papers find this is news and every- 
one is interested. 

This is the tie-up of Elgin Na- 
tional Watch Company, pronounced 
by many experts the best in radio 
today. Elgin does the work, the 
jeweler has every opportunity to 
convert this publicity and good will 
into one or more sales and everybody 
is happy. 

Floyd Gibbons is Elgin’s spinner 
of adventure stories and he will re- 
late on the weekly NBC program 
some of the hair-raising yarns re- 
layed to him by candidates for mem- 
bership in the club. These authors 
will receive Elgin watches, but 
everyone who submits a story will 
get a medallion, with his name en- 
graved thereon. 

A special letterhead has_ been 
printed for the Elgin Adventurers’ 
Club. Signed by Gibbons himself, 
the letter says, in part: 

“Congratulations! Your adventure 
has been read and accepted by our 
whole committee. I now welcome 
you as a full-fledged member of the 
Elgin Adventurers’ Club. 


Put Dealer in Picture 


“Please fill in the attached card 
—giving the name of your jeweler 
so that we may send him your me- 
dallion of membership, handsomely 
engraved with your name. A little 
chain comes attached to the medal- 
lion on which you may carry your 
keys. If you should lose them, they 
will be returned to the Elgin Na- 
tional Watch Company and then sent 
back to you. This is a service we 
are glad to extend to you as a fel- 
low member of the Elgin Adven- 
turers’ Club. 

“Your jeweler’ will 


notify. you 


when to pick up your medallion of 
membership.” 

The letter then suggests that the 
whole family club together to pur- 
chase as a Christmas gift one of the 
two Elgin watches featured during 
the holidays. 

Fifty-line newspaper copy appears 
every Friday, heralding the pro- 
gram for that night. 


Gray With Printer 
Charles M. Gray, formerly sales 
promotion and advertising manager, 
Crittall Casement Windows Co., De- 
troit, has joined American Printing 
Co., Detroit. 


O’Connor in New Quarters 


Joseph O’Connor, San Francisco 
advertising specialist, has moved 
from 235 Montgomery Street to 111 
Sutter St. 


Name Zinn & Meyer 


Contemporary Literary  Publica- 
tions Inc., New York, magazine pub- 
lishers, have appointed Zinn & Meyer, 
Inc., New York. 


Have Builder’s Account 


Pope and Cottle Co., Revere, Mass., 
manufacturer of sectional buildings, 
has appointed Richardson, Alley & 
Richards Co., New York. 


Roosevelt in “Liberty” 


The Dec. 10 issue of Liberty con- 
tains an article signed by President- 
elect Roosevelt, on “The Election— 
An Interpretation.” 


New Neon Plant 
U. S. Neon Corp. has leased space 
at 116 Sussex Ave., Newark, N. J., 
for a new plant to manufacture signs 
and advertising displays. 


Now Lee Anderson 
Advertisers, Inc., Detroit, will 
adopt the name of its president after 
Jan. 1, becoming Lee Anderson Ad- 
vertising Co. 


Names Great Lakes 
Advertising of Universal Medicine 
Co., Chicago, has been placed with 
Great Lakes Advertising Agency, 
Chicago. 


Form Columbus Agency 

E. C. Tibbets Co., advertising serv- 
ice, has been formed at Akron, O., by 
E. C. Tibbets, Hugh G. Sinclair and 


John C. Frank. 


3.81 IS SIZE OF 
AVERAGE FAMILY 


Washington, D. C., Nov. 30.—The 
“average family of five’ is a myth, 
statistics on the size of families in 
the United States released by the 
Department of Commerce indicate. 

The average size of all families in 
the country in 1930 was 3.81, ac- 
cording to the census figures, and 
the average population per private 
family was only 4.01. The difference 
between the two figures is accounted 
for by including lodgers, resident 
servants, etc., who are excluded from 
the first figures, in the second group. 

The median size of families, that 
is, the point at which there is an 
equal number of smaller and of 
larger families, is 3.40 for the coun- 
try, with the median for native 
white families 3.34 and for foreign- 
born white families 3.74. 

Of the 29,904,663 families in the 
country in 1930, 2,357,463 or 7.9 per 
cent, were one-person families; 
6,982,835, or 23.4 per cent, were two- 
person families; 6,226,519, or 20.8 
per cent, were three-person families; 
5,234,696, or 17.5 per cent, were four- 
person families; 3,574,362, or 12 per 
cent, were five-person families, and 
1,393,356, or 7.6 per cent, were six- 
person families. 


Large Families Scarce 


Families of more than six persons 
totalled only 10.9 per cent of all 
families, while families of 12 or more 
persons equalled only four-tenths of 
one per cent of the total. 

“In general,” the bureau’s report 
says, “the rural-farm area shows a 
decided tendency to larger families 
compared with urban or rural-non- 
farm areas. The percentage of one- 
person families in this area was only 
5.2, as compared with eight for the 
urban area and 10.4 for the rural- 
nonfarm. In the rural farm area, 
six-person families formed ten per 
cent of the total, compared with 6.8 
per cent of the urban families; 
seven-person families formed 7.1 per 
cent of the rural-farm families, com- 
pared with 3.8 per cent of the urban 
families.” 

The average population of the 
country per family, including institu- 
tions, etc., is 4.1 for the entire coun- 
try. 


N. E. A. to Chicago 

General offices of National Edi- 
torial Association were opened at 
Hotel Sherman, Chicago, Dec. 1, in 
accordance with the plan for ex- 
panded activities adopted by the as- 
sociation at its recent annual meet- 
ing. 


Tempo Books Appoint 

Advertising of Tempo Books, Inc., 
New York, has been placed with Red- 
field-Coupe, Inc., New York. 


CO-OPERATIVE 
DRIVE TO SELL 
CIGARS PLANNED 


Manufacturers to Aim at 
Younger Men 


New York, Dec. 1.—That the cigar 
industry will inaugurate a co-opera- 
tive campaign within six months, to 
involve an expenditure of between 
$200,000 and $300,000 annually ip 
newspapers and radio, was the cop. 
sensus following a meeting here this 
week of members of the new adver. 
tising committee of the Associated 
Cigar Manufacturers and Leaf To. 
bacco Dealers. John H. Duys, of the 
John H. Duys Co., is president of the 
association and chairman of the 
group. 

Overwhelming sentiment in favor 
of an immediate start was checked 
by recognition of the fact that it is 
advisable to do a little housecleaning 
within the industry before making 
the advertising investment. A start 
has been made to improve trade 
practices, to bring about the consoli- 
dation of a number of small compa- 
nies into several large, responsible 
organizations, and to carry on re 
search to determine what shapes and 
blends have the best chance of suc- 
cess. 

Another preliminary problem has 
to do with identifying the products 
of the manufacturers contributing to 
the advertising fund, so that the 
progress of the progressive element 
will not be impeded by numerous 
small manufacturers who must nec- 
essarily be hitch hikers. This will 
probably take the form of a second 
band label, which will not only serve 
for identification but which will ap- 
prise the public that something is 
going on. 


Must Gain New Market 


The manufacturers behind the 
movement are aware that their sal- 
vation depends more on _ winning 
young men than recapturing older 
deserters. They believe the larger 
sizes will not find ready favor with 
inexperienced cigar smokers and 
plan to decrease production of the 
big package popular with the old 
timers and add to the straight, slen- 
der varieties. 


A big incentive to hurdle the pre 
liminary obstacles quickly is the feel- 
ing that the present offers peculiar 
opportunities. The opinion prevails 
in the industry that prohibition has 
been the most important factor oper- 
ating against cigar consumption, and 
it is argued that the re-appearance 
of beer would be an ideal time to 
start co-operative cigar copy rejoic- 
ing over the return of ruggedly mas- 
culine pleasures. 


The cigar men have also been 
heartened by competitive conditions 
in the cigarette business which have 
led cigarette advertisers to devote 
more and more of their copy to culti- 
vation of the feminine market. They 
are considering helping this good 
work along while advancing their 
own interests, holding that the two 
objectives are compatible. 


As an example of the applications 
of the copy slant that cigarettes are 
a woman’s smoke and cigars should 
be the choice of all who take pride 
in their masculinity, it has been sug 
gested that cigar copy could be illus 
trated with a personable male of the 
type that brings up the subject of 
inhaling, who will be enjoying 4 
cigar while his fair companion toys 
with a gasper. 

Another factor encouraging the 
cigar men just now is the growing 
popularity of low-priced cigarettes. 
The snobbish appeal, which is cel 
tain to be included in all copy, and 
which will probably feature some 0 
it, would be strengthened during the 
life of low-priced cigarettes. 

Some of the copy undoubtedly will 
feature appeals to young men wh? 
have never had the cigar habit. 
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December 3, 1932 


ADVERTISING AGE 


=e 


Announcing 


Complete Saturation of 


the Hotel Market 


at New Lower Group Kates 


Here are the Publications— 


HOTEL MANAGEMENT 
Monthly Methods Magazine — ABC - ABP 


HOTEL WORLD-REVIEW 


Weekly Newspaper — Published in Two Editions 
Applicant for Membership in CCA 


Here’s the Plan— 


12 —7” x 10” Advertising Pages in Each Publication 


1 Plate — 1 Bill — 1 Contact 


HOTEL 
MANAGEMENT fi 


AHREN/ PUBLIVHING 5 
COMPANY INCORPORATED 


’ 
Here S the Coverage — Every Worthwhile Buying Influence in the Hotel Market 


HOTEL MANAGEMENT — 7583 ABC 12/30/31 — the largest ABC circulation in the hotel field 
HOTEL WORLD-REVIEW — 11185 Controlled Circulation average coverage per issue guaranteed as follows: 


Other Groups 


$2,640 Annually 
GROUP No. 1 $ 220 Monthly 


HOTEL WORLD-REVIEW, 


Eastern Edition. 
HOTEL WORLD-REVIEW, 
Western Edition. 


Buys one page each month in each 


magazine. This represents a saving 
of $168 annually compared to the 
cost of buying the same space in the 
same publications individually. 


$4,440 Annually 
GROUP No. 2 $ 370 Monthly 


HOTEL MANAGEMENT 
RESTAURANT MANAGEMENT 


Buys one page each month in each 
magazine. Represents a saving of 
$312 annually compared to the cost 
of buying the same space in the 
same publications individually. 


GROUP No. 3 Described at right. 


$5,700 Annually 
GROUP No. 4 $ 475 Monthly 
HOTEL MANAGEMENT 


HOTEL WORLD-REVIEW, 
Eastern Edition. 

HOTEL WORLD-REVIEW, 
Western Edition. 

RESTAURANT MANAGEMENT 


Buys one page each month in each 
magazine. Represents a saving of 
$1,860 annually compared to the 
cost of buying the same space in the 
same publications individually. 


222 EAST 42ND STREET, 
NEW YORK, N. Y. 


Ist Issue of Month 
REMODELING & 
ENGINEERING NEWS 
The manager of every 
hotel of 50 rooms or 
NO tar. auauneets 9,428 
*Managers of hotels 
with 35-49 rooms 
and important clubs 1,050 
The important hotel 


architects ........ 500 
The Engineer of every 

hotel of 500 rooms 

i Ne. ASS ca cee< 251 
Miscellaneous ....... 131 


The president of 
every hotel chain 
with three or more 
BONEN aesseccsses 90 


Guaranteed ...... 11,450 


2nd Issue of Month 
FOOD NEWS 


The manager of every 
hotel of 50 rooms or 
OS errr eee 9,428 


The chef or steward 
of every hotel of 
300 rooms or more 741 


All important whole- 
sale grocers with in- 
stitutional depart- 


0 SQ ee 500 
Miscellaneous ...... 131 
Guaranteed ...... 10,800 


of the 2,000 leading clubs will be covered 5% times each year. 


The above represents a monthly total of 44,741 or an average of 11,185 


3rd Issue of Month 


HOUSEKEEPING NEWS 
The manager of every 


HOTEL 


ie) WORLD-REVIEW 


Une Natoma Werkty New qpaper of the Hose! Brosnan 
weet 


vaoe ha 


Gevelend Liters to SS. Amecistion Texas Starts Climb 
Cotten of tome) Flam Mlied Adv.| B ra . 


Mase Mints iene sla 


by WORLD-REVIEW fF 


HOTEL 


mo ah 


The Nutonal Werk Newspaper of the Hou! Pusmess 


mari tone |New York and Pennsylvania Meetings 
=... sathle Unlicensed Wayside Competition 
ee No Solations Are Found for Tourist Home and Camp Prodleen 
Ina Vrrvmughowt the Cmstry 


4th Issue of Month 
KITCHEN & 


hotel of 50 rooms or 


more ....... 


reves 9,A28 


The manager of every 


RESTAURANT NEWS 


*Managers of hotels 
with 35-49 rooms 
and important clubs 1,050 
The executive house- 


hotel of 50 rooms or 
Sy “side besease 9,428 


The chef or steward 


keeper of every ho- 
tel of 300 or more 
rooms ...... 
All important linen 
supply dealers and 
department store | 


*By rotating this circulation, every manager of the 2,845 hotels with 35-49 rooms and every manager 


per issue—an increase of 16% over previous circulation. 


Here's the Cost— 


$4,200 Annually—$350 per month 


—and Here’s the Saving 


$1,200 Annually—$100 per month 
Space bought by individual magazines 


at published card rates cost $1,200 per year more. 


of every hotel of 
74] 300 rooms or more 741 


| All important kitchen 


contract  depart- 
a 400 ||| Miscellaneous ...... 
Miscellaneous ...... 131 eeeutininl sti 
Guaranteed ...... 11.750 Guaranteed ...... 10,741 
Changes in 
Liquor Laws 


This Brand New Group Plan 
Means a Saving of 2 2% 


& 


AHRENS PUBLISHING COMPANY-INCORPORATED 


333 NORTH MICHIGAN AVENUE, 


CHICAGO, ILLINOIS 


Southern and Pacific Coast Representatives: Blanchard-Nichols-Coleman, Atlanta, Los Angeles, San Francisco, Seattle 


According to all indications, beer 
and possibly light wines will be 
legalized within the next few 
months. The ‘hotel operator will 
benefit directly. His food business 
will increase over night. His house 
count and other departmental op- 
erations will show substantial in- 
creases. 

He is already making plans for this 
increased business. His buying 
power will immediately become 
larger. 

The above was the sense of the 17th 
Annual Hotel Convention held No- 
vember 14th to 19th at the Grand 
Central Palace in New York. 

The hotel and restaurant markets 
will shortly offer greater sales po- 
tentialities than ever before. The 
manufacturer who intrenches him- 
self before “the great day comes” is 
the one who will most directly cash 
in on it. 


— 
eee 


equipment dealers. 400 
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ADVERTISING AGE 


December 3, 1932 


Kraft Urges Tie-up with 
Pineapple Campaign 
Taking advantage of the fact that 
canned pineapple and cheese fre- 
quently go together, the current issue 
of “Cheesekraft,” house organ for 
Kraft-Phenix Cheese Corporation, 
urges distributors to feature Phila- 
delphia cream cheese and Kraft 
mayonnaise in conjunction with the 
current campaign of Pineapple Pro- 
ducers Cooperative Association. 
Dates of the opening shots in the 
pineapple campaign, together with 
impressive figures on the number of 
persons reached, are mentioned. 


Charges Against Scripps- 
Howard Men Dismissed 


Charges of fostering false circula- 
tion statements brought against four 
executives of Youngstown Telegram, 
Scripps- Howard publication, were 
dismissed recently after the prosecu- 
tion presented 53 witnesses, and 
without any witnesses being pre- 
sented by the defense. 

The Telegram executives involved 
issued a joint public statement pre- 
senting the testimony of the defense 
after the case was dismissed before 
defense witnesses could testify. 


Show Bailey Paintings 


M. C. Taylor Co., Kansas City, Mo., 
is sponsoring an exhibit of the paint- 
ings of Walter Alexander Bailey, at 
their offices. The exhibit will run 
until Jan. 1. 


Thompson Shifts Staff 


J. M. Palmer and R. B. Lewis, 
formerly in the Chicago office, have 
been transferred to the San Fran- 
cisco office of J. Walter Thompson 
Co. Palmer continues in the produc- 
tion department, and Lewis is in 
charge of the traffic department. 
J. F. Mannion, formerly in charge of 
traffic, is now in charge of the me- 
chanical department at this office. 


Worsham to “Progress” 


Jas. A. Worsham, for five years 
sectional sales manager for Williams 
Oil-O-Matic Heating Corp., Bloom- 
ington, Ill., and a frequent contribu- 
tor to the advertising press, has 
joined Progress Magazine, Spring- 
field, Ill., as associate editor and 
business manager. He is the author 
of “Low Pressure Selling.” 


Start New Paper 


Midwest Purchasing Agent, 648 
Huron Rd., Cleveland, a monthly, 
will make its appearance in January. 
The publication succeeds Mid-West 
Purchasor, and will be under the 
management of R. R. Ricker, for- 
merly vice-president and advertising 
manager of Purchasing Agent. 


Winchell for Jergens 


Walter Winchell will begin a se- 
ries of Sunday evening broadcasts 
under the sponsorship of Andrew 
Jergens Co. over an NBC-WJZ net- 
work Dec. 4. 


Ist Conviction 
Under Bribery 
Law Is Secured 


New York, Dec. 1.— For the first 
time since the commercial bribery 
law went into effect in September, 
1930, a buyer and a manufacturer 
have been convicted for conspiring 
to give the manufacturer a monopoly 
on the sale of a particular type of 
dress to a retailer. 

The retailer, S. Klein, owner of a 
large department store, was the 
principal witness against Irving 
Ganz, formerly a Klein buyer, and 
Harry Weiner, the manufacturer. 
The penalty is a $500 fine or a year’s 
imprisonment. 

Klein testified that Ganz was dis- 
covered several months ago to have 
accepted $25 weekly from Weiner, 
who first acted as representative of 
the firm employing him and later 
continued the arrangement when in 
business for himself. 

Under cross examination, Klein 
admitted it had been a practice of 
buyers for years to make such agree- 
ments with manufacturers, and 
added that he had discharged an- 
other buyer on suspicion that he 
had been receiving from $150 to $200 
a week from favored manufacturers. 


A. S. Dempewolff 


Joins “Bradstreet’s” 


A. 8S. Dempewolff, formerly with 
Doubleday, Doran & Co., and assist- 
ant advertising manager for A. 
Schrader’s Son, Ine., has joined 
Bradstrect’s Weekly, New York, as 
promotion manager. 

While with Doubleday, Doran, Mr. 
Dempewolff handled promotion for 
World’s Work and Country Life, and 
also was retained as promotion coun- 
sel by the Quality Unit, composed 
of Forum, Golden Book, Review of 
Reviews, and World’s Work. 


Barbasol to Give 
Automobile Daily 


Barbasol Company, Indianapolis, 
will give away a car a day until 
Christmas, it announced over Co- 
lumbia Broadcasting System this 
week. 

The cars, to be delivered Christ- 
mas morning, will be rewards for 
the best letters of 15 words or less 
en “Why is Barbasol America’s finest 
shaving cream?” 


Issues Attractive Booklet 


The Kirsch Co., drapery hardware, 
Sturgis, Mich., has issued an unusu- 
ally attractive booklet to its trade, 
telling the story of windows and the 
development of the company, in 
celebration of its 25th anniversary. 
Copies may be secured by addressing 
Arthur W. Evers, advertising man- 
ager. 


EFFECTIVE January 1, 1933 


New schedule of 
rates on request 


downward to the 1921 base. 


our advertising rates will be adjusted 


This adjustment is being made to con- 
form to circulation and circulation 
potentialities, and to provide the oppor- 
tunity of more advertising per dollar. 


This action was decided upon after we 
had reassured ourselves that our pub- 
lication has gained and is holding a more 
effective readership than ever before in 
its history, and that we can maintain and 
improve this readership through the 
continuance of editorial excellence and 
essential distribution within the limits 
of our field. 


We anticipate that the lower rates will 
be offset by an increase in volume of ad- 


vertising, thereby serving to enable us 
to maintain at least our present perform- 
ance on all essentials affecting reader- 


ship and at the same time give each- 
advertiser better value per dollar 
expenditure. 


STEEL 


PRODUCTION + PROCESSING « DISTRIBUTION ¢ USE 


For forty-eight years—IRON TRADE REVIEW 
CLEVELAND 


New York 


Pittsburgh 


Chicago 


London 


93 KELVINATOR 
APPROPRIATION 
TO SET RECORD 


Detroit, Mich., Dec. 1—Kelvinator 
Corporation has set up for 1933 the 
largest advertising appropriation in 
its 18 years in the electric refrigera. 
tion industry. 

The budget calls for an unprece- 
dented increase in newspaper, maga- 
zine and business publication space, 
Practically every newspaper in the 
United States will be used. 

In addition, co-operative advertis. 
ing by dealers and distributors, us- 
ing outdoor, direct mail and news- 
papers for local tie-ups, will reach 
proportions never before attempted 
by the organization. 

George W. Mason, president, in an- 
nouncing this ambitious program, de- 
clared: 

“Our period of speculation as to 
the future has come definitely to an 
end. We sense in every direction an 
inclination on the part of the public 
to buy the necessities of life, and 
electric refrigeration certainly comes 
within this category. 


Foresee Upturn 


“Kelvinator’s decision to carry its 
story to the public on a greater scale 
than ever before is not a shot in the 
dark. It is based upon first hand in- 
formation, growing out of field sur- 
veys and contacts made by the fac- 
tory’s major executives with dis- 
tributors in every part of the coun- 
try.” 

The campaign to consumers, di- 
rected by Brooke, Smith & French, 
Inc., Detroit, and Vance Woodcox, ad- 
vertising manager, will open with a 
burst of challenging advertisements 
early in January, mount in intensive- 
ness through February, and reach its 
peak in March, April and May. 

The dealer organization already is 
being primed to co-operation through 
a series of meetings at the home of- 
fice and with distributors, continuing 
through December. A heavy sched- 
ule in trade publications also gets 
under way this month. 


Not for New Models 


Extra significance attaches to the 
Kelvinator drive when it is contem- 
plated that the huge expenditure, as 
now estimated, is not devoted to the 
introduction of new models, which 
usually calls forth increased ac- 
tivity. 

The corporation’s optimistic action 
is based, according to Mr. Mason, 
largely upon the business upturn 
which it forecasts, and which it be- 
lieves is already under way. 

“October of election year is tradi- 
tionally an unsettled month,” he ob- 
served. “Ordinarily business and the 
public adopt a ‘stand by’ attitude and 
wait to see how things turn out. 
However, last month saw our unit 
shipments increased to a point nine 
per cent higher than those of any 
other October in our history. And, 
furthermore, shipments for October, 
1932, were 170 per cent greater than 
those of October, 1931.” 


Cannon Adds Blankets; 
Workman in Charge 


Cannon Mills, Inc., New York, has 
become exclusive distributor of the 
blankets manufactured by the Leaks- 
ville Woolen Mills, Ine., Charlotte, 
N. C. 

The new department is in charge 
of John H. Workman, until recently 
manager of the Chicago office of 
Catlin Farish & Co. 


Push Sterling Silver 


Sterling Silversmiths Guild of 
America is using a two-page spread 
in Vogue to urge the use of Sterling 
for Christmas gifts. Copy features 
48 competitive patterns. 


Pioneer Editor Dies 


Edwin D. Pritchard, pioneer Okla- 
homa editor and publisher of Utili- 
ties and Oklahoma Druggist, died 


Nov. 22. He was 63 years old. 
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While taking this important step in our history 
we pause to consider the meaning of our “mark” 
—to our clients and to ourselves. For the name, 
Athens Engraving Company has signified the 
finest in engraving art, the utmost in service. 


These high standards of quality will be main- 


strengthened, under the inspiration and guidance 
of our new president, Harry E. Collins. 

Mr. Collins is too well known in the advertis- 
ing world to need much introduction. His ten 


years in the field of Graphic Arts, and particularly 


@ HARRY E. COLLINS, President 


tained, of course, and our service broadened and 


COLLINS, MILLER & HUTCHINGS, INC. 


717 SOUTH WELLS STREET, CHICAGO 


@ MILTON MILLER, Treasurer 


COLLINS, MILLER 
& HUTCHINGS, INC. 


= ATHENS ENGRAVING CO. 


his recent connection with Collins & Alexander 
as president, have given him a thorough knowl- 
edge of the business, as a technician and craftsman. 

As production manager of the George L. Dyer 
Company Mr. Collins acquired a full appreciation 
of the needs and demands of the advertiser, as well 
as the advertising agency. He understands agency 
problems and requirements, and is able to look 
at our own business from the client’s viewpoint. 

It is with pride that we announce his associa- 
tion with our firm, and our change of name to 


indicate this association. 


FORMERLY ATHENS 


ENGRAVING COMPANY 


@ THOS. D. HUTCHINGS, Secretary 
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2.36% of Sales 
In 1932 Spent 
On Advertising 


Chicago, Dec. 1.— Despite’ the 
world-wide slump in _ business, the 
ratio of advertising expense to total 
sales costs in industrial companies 
increased slightly in 1932, compared 
with 1928 and 1929, a budget survey 
report released yesterday by National 
Industrial Advertisers Association 
reveals. 

The estimated average expenditure 
for advertising during 1932, based 
on returns from 160 companies, is 
2.36 per cent of total sales. This 
compares with 3.1 per cent in 1931; 


2.32 per cent in 1929, and 2.24 per 
cent in 1928. 

The report, which shows an in- 
crease in the number of industrial 
companies maintaining their own ad- 
vertising departments, covers six 
groups of organizations in determin- 
ing the 1932 advertising expense. 
The first of these groups—formed of 
56 companies whose individual sales 
total less than $1,000,000—showed an 
average of 3.73 per cent for adver- 
tising. Thirty-three companies 
whose sales volumes lie between 
$1,000,000 and $2,000,000 in each 
case, expended an average of 2.43 
per cent of their total sales out- 
lay for advertising this year. A total 
of 31 companies, each with annual in- 
come ranging between $2,000,000 and 
$5,000,000, reported an average ex- 


pense of 1.98 per cent for advertis- 
ing. 

Nineteen industrial organizations 
with sales of from $5,000,000 to 
$10,000,000 in each instance expended 
1.47 per cent of their total sales cost 
for advertising, while 15 companies 
with average annual sales volumes 
of from $10,000,000 to $30,000,000 
allot 0.96 per cent. Only 0.47 per 
cent is expended by six companies 
whose total sales in each case reach 
$30,000,000 or more each year. 


Miss Fey Is Director 


Clare V. Fey, advertising manager 
of K. & E. Hoffmeister’s, Philadel- 
phia, and treasurer of Philadelphia 
Club of Advertising Women, has 
been named a director of the Phila- 
delphia branch of American Cosme- 
ticians Association. 


Start Shopping News 
With a guaranteed distribution of 
25,000 copies, publication of “Tulsa 
Shopping News” has been begun by 
Tulsa Art Printery, 310 S. Cincinnati 
Ave. The publication will feature 
radio programs, recently discon- 

tinued by the daily newspapers. 


New Grocery Chain 


Leadway Stores _ Corporation, 
Leader Bldg., Cleveland, has been or- 
ganized to operate a voluntary 
chain of groceries now being or- 
ganized. Harry E. Martin is national 
secretary of the new organization. 


Agency to Retire 


Hamman-Lesan Company, San 
Francisco, has announced its retire- 
ment from the advertising agency 
business, effective Dec. 31. 


SELLS MOST 


WHERE 


PEOPLE 


BUY MOST! 


Nw OUTLOOK 


Edited by ALFRED E. SMITH 


has a dominant reader influence in the major 
American markets. 


Where there is purchasing power, there is 
New Outlook circulation. 


$650. 
A PAGE 

UNTIL 
MARCH 


It’s people—not acres— that countinthe 
effectiveness of a national magazine. 


Where there is the smoke of industry; 


where there is bustle 


of commerce—there 


is where the influence of New Outlook 
is most apparent — and most profit- 
able for national advertisers. 


200,000 circulation guaranteed. 


FORMS 
CLOSE 


18th of month 
preceding 


OUTLOOK PUBLISHING COMPANY 


515 MADISON AVENUE 


Telephone: 


Plaza 3-6969 


NEW YORK CITY 


GRAHAM SEEKING — 
CHILDREN’S AID 


Detroit, Mich., Nov. 30.—Enlist. 
ment of juvenile aid in selling auto. 
mobiles is the new sales note struck 
by Graham-Paige Motors Corporation 
in a test campaign now being cop. 
ducted in Detroit, Cleveland ang 
Chicago. 

Boys and girls are invited to get 
a miniature Graham car as a gift 
by furnishing names of prospects for 
new and used cars. The premium is 
presented when a prospect is sold, 

One-column 85-line space is being 
used in the Detroit Times and News, 
Cleveland Press and News and the 
Chicago American and News. The 
advertisement, run over the name 
of the distributor in each city, fea- 
tures a picture of a smiling boy hold- 
ing one of the toy models. 

“Get a miniature Graham free,” 


copy says. “Have Dad or Mother 
help you!” 
Results to date, according to 


Brooke, Smith & French, Inc., the 
Graham agency, have been gratify- 
ing. Although only a few insertions 
have appeared in Detroit thus far, 
names of seventy prospects have 
been received here and turned over 
to dealers, two new and three used 
cars have already been sold, and six 
deals are pending. 


Tried Other Methods 


Previous to the newspaper test, 
radio and direct solicitation of chil- 
dren at schools during recess and 
closing periods were tried. News- 
papers were found to bring the most 
satisfactory returns. 

The experiment will be continued, 
and if returns maintain their pres- 
ent rate, the program will be ex- 
panded to national proportions. 

The campaign will have a cumula- 
tive benefit, the distributors believe, 
when the children pass word about 
the two-foot cars among themselves. 
Another long-run advantage forecast 
is that parents themselves will be 
come interested in Graham by hav- 
ing the attractive model about the 
house, and thereby develop into po- 
tential customers. 


Du Pont Shifts Three 
Advertising Executives 


R. A. Applegate, formerly advertis- 
ing manager for the Fabrikoid Divi- 
sion, Newburgh, N. Y., has_ been 
named assistant director of advertis- 
ing, E. I. Du Pont de Nemours & Co., 
Wilmington, Del., succeeding Matt 
Denning, who becomes director of 
paint trade sales, fabrics and finishes 
department. 

Paul W. Sampson, formerly in 
charge of advertising for Chemical 
Specialties Division, Detroit, succeeds 
Mr. Applegate. 


Minneapolis Organizes 
Better Business Bureau 


Better Business Bureau of Min- 
neapolis has been launched under the 
sponsorship of Advertising Club of 
Minneapolis, Civic and Commerce As 
sociation, Minneapolis Clearing 
House Association, and retail mer- 
chants acting through Minneapolis 
Retailers’ Association. 

Among the directors are Henry 
Baker, General Outdoor Advertising 
Co., and John Mitchell, Mitchell Ad- 
vertising Agency. 


Lytton Again Heads 


Chicago Men’s Store 


Henry C. Lytton, founder of The 
Hub, one of Chicago’s largest men’s 
clothing stores, has repurchased the 
property from Fashion Park Asso 
ciates, Rochester, N. Y., clothing 
manufacturers who purchased the 
retail outlet several years ago. 

Mr. Lytton, who is 86, becomes 
chairman of the board of the re 
organized company, and his so, 
George, becomes president. 


Dissolve Partnership | 


Bob White and Andres Selkirk 
operating a radio program service, 
have dissolved partnership, and are 
now operating Selkirk Radio Pro 
gram Service and Bob White Produ¢ 
tions, respectively. Both are at 3 
N. Michigan Ave., Chicago. 
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or Follows 
H. M. Eastman As 
Hall’s Chairman 


Chicago, Dec. 1.— Succeeding the 
jate Robert M. Eastman, Frederick 
secord has been elected chairman of 
the board of the W. F. Hall Printing 
co. Mr. Eastman, who was also vice- 
president of Photoplay, died last 
week after a year’s illness. 

Though Mr. Eastman’s entire busi- 
ness Career was spent in the printing 
industry, he is credited with much 
of the success of Photoplay. Becom- 
ing one of its owners after the 
founders had proven unable to make 
it a paying property, Mr. Eastman 


summoned the late James R. Quirk 
to become its editor. 

Under the Quirk administration, 
with Mr. Eastman keeping a watch- 
ful eye on the financial end, Photo- 
play developed into one of the out- 
standing successes of the field. 

He and Mr. Quirk made an ideal 
pair. The latter never let expense 
stand in the way of an editorial fea- 
ture that he wanted. Mr. Eastman 
served as a balance-wheel, though he 
admitted that he usually let Quirk 
have his way in the end. 

The Hall company, one of the larg- 
est printing concerns in the country, 
prints several national magazines. 


KGGC Moves 
Radio Station KGGC has moved 
its headquarters from 2482 Mission 
St. to 1441 Ellis St., San Francisco. 


Market “Firemaster” 


Combustion Control Co. Ince. 
Providence, R. I., has been formed by 
Albert W. Holmes, Arthur E. Brown- 
ing and Rodney I. Holmes, to market 
the Firemaster, a new device for 
automatically controlling furnace 
operation. 


Predicts 2c Postage 


Restoration of the two-cent rate for 
first class postage will be advocated 
at the coming session of Congress by 
the House Post Office committee, Rep- 
resentative Kelly of Pennsylvania 
predicts. 


Geyer for Golf Clubs 


Crawford McGregor and Canby Co., 
Dayton, O., has placed its account 
with Geyer Co., Dayton. The com- 
pany makes McGregor golf clubs. 


Gross Joins Whitney 


Clay L. Gross, formerly sales man- 
ager of Showers Bros., Bloomington, 
Ind., has been named to a similar 
post with W. F. Whitney Co., South 
Ashburnham, Mass., makers of early 
American furniture reproductions. 


Gets Five Accounts 


Advertising of International Sup- 
ply Co.; Smith Separator Co.; Dillon 
Co.; Porter Sales Co., and Big Four 
Foundry has been placed with Sales 
Promotion Service Co., Tulsa, Okla. 
Business papers will be used. . 


Texas Agencies Merge 

Jay H. Skinner Advertising Agency, 
Houston, Pitluk Agency, San An- 
tonio, and Ratcliffe Agency, Dallas, 
have affiliated to provide broader 
service for clients of each. 


Ludekens Joins Agency 


Fred Ludekens, whose American 
Legion poster took second prize in 
the 1931 competition sponsored by 
Chicago Advertising Council, has 
joined the San Francisco office of 
Lord & Thomas as art director. 


Seek Foreign Trade 


As part of the foreign trade de- 
velopment activities of the New Or- 
leans Association of Commerce, 
25,000 booklets in Spanish are being 
distributed in South American coun- 
tries. 


Mailhes Retires 


With the retirement from business 
of the third member of the firm, 
Loeb, Helm and Mailhes Advertising 
Co., Shreveport, La., has changed its 
name to Loeb-Helm, Inc. 


TER OF 1931. 


only ] newspaper 


in the United States 


made a 


*Standard Size 


Media Records, Inc., is au- 
thority for the statement 
that the St. Louis Star and 
Times is the only standard 
size metropolitan newspaper 
in the United States to 
show successive advertising 
gains in the ten-month pe- 
riods of 1932 over 1931, 
and 1931 over 1930. 


Paralleling this record in 
advertising is the gain of 
the Star and Times in cir- 
culation. The A. B. C. Pub- 
lisher's Statement for the 
three months ending Sep- 
tember 30, 1932, shows a 
total circulation of 161,105 
—A GAIN OF 24,093 
OVER THE SAME QUAR- 


GAIN in ADVERTISING 


for the first ten months of 1932 


ON TOP OF AGAIN 


for the first ten months of 1931 


National Advertising Representative—GEORGE A. McDEVITT CO. 


i mv 5 ors oe on » > X 
- . wet y n oS og heh S AS 
yal ah cart ing . : poses: 
rl hen : 3 rey. Meise ty ene i : a eu, 1 he a 2 a : .: 4 a 
: sar Yi f ; me, re. ee vr ‘ read fee. - : = 4 x a } — ei ed By ee ee -~ - 
s | | ) | 2 a | | te ° : Pee: * i Dats : nf 3 ee is ©. i Ae Sales le Es “ in 
| “e ; : Mt eg, 0 ere ek ese ie 4 * ¢ tee z z : * Pi Te” ie 
* sae < 3 Tai Sw een, x) te this f ae * " ; oS ete 
: a ces Shae “a 
Mie i. zi ‘ 
. 7 ; . 
— : - Ne — | 
po Sate 
ete. 
SP ee: 
, 
| PC sd 
ee P | 
| a po | a ' 
‘e 
Sep athe 
Po , = TF, ‘ 
, Se re 
aa Pi) 
e ae 

by _ way 
e . _ 
e | 
a> | “ 

i : 

Saye oy 
| : bal hw 4 ¥eYn 
, : 

ats 
cng 
Erde ee eae 
SSN tne 
3 BG dts ut a 
1e ) 
ae eye rag 0 
‘s on, Sia em 
3 et ace 
| ie Manse sal 
r, ef eh 
ve vee 
ee ee 
er = ‘ 
Efe 1 Gf : 
ed = Ng se ie ss ee 
Se CORE LOO 4 | - 
il i ” -” VE LE ee on eee 
. oP i oo a Fs gg i es eee ee 
See cs ae gaa Se are te ee oo < - 
Rg ei ii ee EDS I Bite ayers i , 
SS A Tres si RG i ae Bie 7 Rd ) Pe 
| i ape oe ER eee ee eC Be itnnd 7 | fe 2 sl 
ee fe ee i a eee ne ot ig ee : _ 
Be Sa aa as Rec cease aes Se Sateen Sh, Sesncmatte eee ee FO i Soest C8 cok e vue 
eee ae ee ae cee Soe epee ps ae es ce a ie % SS ee oy - 
, . a  - e gs ee i Be sis Bas Se Bs Bi a ss 9 ee i 2 gga eran p ~ ie 
eee sags cassie Ste Me BS i ae Pee ici ee Me, * cog ae” 4 
. ft eG i 3 es. Sco eae a ae Si Seis ea ts i Resor PSE gg. bee Soccer 
“ L — of ee ye ee ie is 7 Ra a 3 sp gi GLEE AGES iy Se 
Ss ee se eee 7 Bas ia ee eg aie Shaan: eae g oats Gis ice ret Sik eee 
* | pe ipso. i ts. Bis ge IE” SE ie mei Sais + NE eee Sage - rasan: Laer, iy Big Fe: a 
SESE S SE ea bot SR aR So iia Se a ass He — 
WS- : sere ee aia oe Be ; ie Mi 3 a ee Von eis A Eigse RE Gs a 
LC ie es iege ee Ei ee Fite Gp °c aga 
. (_ st \ , * oe a eee mee Lk ie aa Ss 
_ re <% a ae a rs, Minis LES Baas oe 
es fee % 3 : Ba. a BR ot STR pee Pee ite 
sae ee *e SER aaa See 7 aa 7 ee ene Sree ees KI he Hes “ears 
‘ ee . . ; = x om ae Barca | ed tt iti Passe Be Be a se 
ey acres ER deg 2 Sa a . S d seis : Be —_9 se Ge Senta eee Wigs 2 se Reais 
'e8- sy... os ee %, % Sa a oS a ? ee a ile i ¥ 
Fe eee "pea Satis % ‘: SO a * a Seas Sy: Re aera 
Sees BR se See A pee, . B a Bee i” k 3 Bes bm COPS Be Se 
nal se ag Pin cncnre OoNee 3 a aa cs % 0. oa cas 
: ees ED hed ae en aoe > a , | a Me 3 pees ee aN 
eg So CS . ‘ , %, _~ 0 | 
g a a ee | a. a % & pi aa 
a ESS See Eee ee ee RS Seana, h $2 _ Sh age Se i Be Bee Bigg. 9 go ney sah 
SS ‘gaereeeae eens Rap ecnua! 2 Se: By, - at i Brass a tas ¥ By a Sana 5 aa ea a , 
S 4 ee Hececee Se Bis rae % Pog ee a ela Gi Piss, ine iia We Sa poootae Ti es Cea “Sa fone Stipes Seer 4 ‘ = Pe 
Ie | oe pcs ag eg By: BS ae i, ae Ss aaa Bi. Gin, , 
ve — i : oe 3 ee . Lee , secre lee sae Co sices os Gp: RS Ss ees joe Be ( Berens. ge a ie seg ed 
al ee ee 4 Bott 3 a OT ass Re a oa ls 8 Se er “ae, . . NS nee 
. oo ‘ :  . iB ee pe 3 £% Ci “Uy jo “ai ek, $ . % ee ee ae esc: . - DA ate Po te 
_ . Me a’ Be es ete ; ae be Ce 3 / Ses a Be Be aioli eee 
SE ag Sa Spe mane ee On, a | ‘ ' : i 
eee Ee Dati: a “ae oN . : erates 
i ; i 2 ~ g onan 
es % ' | | 
be- SRS % , | Py, " 
lav- as Bis — | x : 
Breen ee 2 2 
a ae = ee ee oe s. a \ x 
eo 29 ‘ Sa % Seca > r » nr ~ 
ent a % Bis > eee BR EE area r - oe : 
po- eee se ’ loss st sr sot PM ‘ Z > Le LIEK EE ~~ “gees ‘ 
Seas anes ’ SS, re eee eee detec: SES RSE eae LL ———— iE 
es es nen % ais domes Bac rae pecs eetione ae ea Re Ra Ran oe a a 
a ! . > co 1 ESOS ce: Pe aoe Pe ees ec hott 
Was stis SE 3 Rot, a 5 ee Seana en , piper aa : Fe Sige ROO Sees gw os Scape ae i ay 
= SS he. Regis >, Oe ae ae cs ee pes eee : ee oct e Steas “ Res SRE ¥ a ee gage ee ; [ - 
: > , Boos _ ee ee fe See Toes eects Sie ae Beas Be Bee eS i bet 
eA 5 ee Le aes Eons Sos Sais : ban oa Se eS es . $e Shee Titastosaes oe Rie Bee oo estas Q es 
fe eases aime AED ee ee aa EE See este Sept Said | OPES amare 
Jes Ne ' es Bireei c at seie S SUS DEC ee a SSR SRS RO Tsgnaa meee gee peace mes Seca SR ee eae ee i a, Maa sieve oes 2 pei seroma 
: ees ES Bee a Reason (Miggn ae i Gig $8 ES Bier Capea I Pig Lee St ce. 
ti EEE Se a EEG Se ee eee Be bei ff ince, ORS, SSE 2 ts egiee gy setae Se BAe Big 
rtis- ‘ P Pes Seascoy mats Same e SOR ORRS 2 EEN: Saag </>. sinters Pe i Se a tos sep Sera et Sa Tic Sech apie Ze oS aS 
peeoocacnmnnsetie seat acs eS sates Sata OLS Te COCR SRR SOI ee LEE LEGIELOEE ae GOOe ns ee ihe pe BLO ie 4 
ivi- Bi ee Sone ae ee os 8 se en aes fis Gt Hae ie Ae O KG is tee ER eS i— i. : 
ESE hse ohana SS aaa Cilia ir sc RI LF gs Me Bene teas cso ti. eee Lae Si SE Re ee at Heese | 
saat Si SESS a sg PAIR RT Rs hi Ra GEE CER, ie 0.07: RE Te ce Bil Rac a BST Serer ie 
i ae ee pa Cre, os sare sey pes YES; nih GLI heise pe oes i * SE Eph 2 ae POR ie ae og: vcaeaaety 79 mks eee 
Sterna ate SE ees Te ARLE SR RRO a Sc SER gee Yeh, Ps Mle a Sint i a a cast EN SLC, CL RSE a 
rtis- 3 Be sa pr Borate Be oe PEs, Liste RE Re gh ee SBR Bi sea Sareea , ae 
I iat ara ea stat ee LSE es rata See Rr HS aca Lasts 2 ‘ ee 
Co. ee exci eS i Li a is Sa aa sees en See Ia BRS GGL : = 
Re Es ee a Se ae | SR i Rt Sea se: SESE Te RS eo Maan Rs anes 
ee ee Ss aa Be ae cee SS ao ey gee Saka an % Had. Se OS 
Ei EO am Baer gts, siti paea, ee out ~ i ; . 
Be sbi ees Be aes is oc Eee ate is " 2 —_ 
si cs Bic ESE gee Zee sea roses ean “ lea ee “oy, i a ee 
ee Bigs Ae eta See WN tie eee Ramee gs Sess, 
EEE SO SO SOS ROR oe ae ses . ss 2 _ ae 
x oe ee . UES es . be eam ’ = 
Ke es ae es SS 
in eae en . | | 
_ . Se me Bo ae 
ica ea © ae 
: oa Sy ae 
oe stan Foe ee 
eeds ane . ‘ 
: oe: 
“ae 
: nah Oe - 
Pay ae 
en eat 
Min- 7 
r the 
b of 
2 As 
ing 
: A 
polis - 
Von 
oe _ 
lenry a 
ising 2 
| Ad - 
te ee r 
pene 4 
Stuns 
tore : 
The 
. 
nen s 
d the 
Asso 
| the 
somes 
e Te 
son, 
kirk, 
rvice, 
d are 
- Pre . = | 
roduc | | 
' 
at 338 m , 
: Ly aah ; : ane 
‘: Lt pme et ie is ale 
oy epee | } , 
ae i oie oa Hee shes ee é , : Pa rales : ® 
<r “hn eae MAS Seay san ing OM tee Biden | | 
pera 2 ee : se | eer setae, Bs ee ane roe ee) ee) oe cae . ; _ 
2 ie ee nee a bs Ly ater Eure ee ane eed ity eee ee Stee Rat Coe yer thas De Re ce we — | 
Come iar gee Be ai : a OG eee agate ae pes eh a ie nia eae Fe om Sere , | 
i ae ime ae Be 2 trp oe a a ea pay ae roe 
SR eds et cic ae : tiene tee ge eee ae ying ae Rei @ a3 tain “3 ~ aple 7h pons Beers a Po Ak ee 
ietace ts, Sa a ce er ee ee Senate ee pet ESTES ON ee eee a “aus 
seat sega testa i eT eee See Fee ep a: ote os De 1 ste Reet aii <a TS Pek Ree te eg on, Nee ae So kane Paha eN aes pa ss Eee ea ae fe 
asi ee, ae oe i = Sree ‘ Pernt Agia s- eg oh see ae nae es ae Per i eee aes Pets toe an ee iat aa aa a oy ees Sea Bee bax Mees Ss oem 
ee Ce en Fass i SA ee eee stipe Ets to me et aeRO. te Br Can a e ph CRO acc cane a a 7 _ . pete ee a Fa hin Resets el Airy |S Se ge Br ee Rel a prea 
& 235i fea ee i, BNO air. = ate aeae PERC DEN gy Oo | Ss Sioa Oe Pree % ao oe ere, hms ei eee, Tk: Ch RA eS | tae rae Re eget aT > eenee a cae 
greet os iS eS es saa a Lateral se Ri a Sel oY aaa =" Fut ee re AT ee i. a es eae UPN t ecg eee. a Ps st PARMA ier eae 
Bre oe eee ee s eer bs ‘ane a a eet ee me anon eee ai | See eee ny ote a ogee iret Bee tye + eae ee PO 6 ea = Le 
eo Wo i “38 Ras sca ie % Pe i cee oe ee Ch oy ees Ege rege oe 
cot 84 ae... gue Oey eo. ea es UES Sao cere are eres ae eae a a aa 
A ea). | Semi St ee Be gs cites a Sack aK aLCTR eis: Oe a peat See Bigs Saas 5 
eee ENT? Aa a PIE Nee aN Sales Pine sep sige igs eer ae i Nia ee ahr me 
“ 2 Rat : Sa e Pee ee Pat Desa. Sepere ree Rs aes 
a ue, a eee 


18 


ADVERTISING AGE 


December 3, 1932 


—es 


THE DES MOINES 
REGISTER and TRIBUNE 


230,221 Daily a.B.c. 208,243 Sunday 


@ The high standard of living in 
lowa is reflected by the fact 
that a model home sponsored 
and promoted by this news- 

per was visited by people 
com ninety-five of the state's 
ninety-nine counties. 


Iowans with a per-capita 
wealth of $4,322, 61% above 
the national average, have 
money to spend for the things 
they want. Reach them through 
The Register and Tribune. 


DIRECT TO THE 


SAMPLING--- 


—is an ideal way to win 
the favor of Chicago con- 
sumers. This method of 
advertising helps dealers— 
impresses prospects with 
the sincerity of your belief 
in your product—produces 
immediate results. 

Sampling campaigns 
as planned and carried 
out in the Chicago mar- 
ket under our “experi- 
enced direction produce 
excellent results for 
many national adver- 
tisers. 

Send for.our booklet, 
"The Market, Chicago.” 


BIG 4 ADVERTISING 


- CARRIERS - 
20 EAST 8ST. CHICAGO 


| 


~ The largest 


photo-engrav- 
ing organization 
in chicago... 

makers of 
‘| fine printing 
|| — plates in black 
| or colors...... 


NGRAVING COMPAN 
817 W.WASHINGTON BLVD. 
PHONE MONROE 7080 


-|of superiority of the gasoline. 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK «+ 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 
2242444444444 


“|complishes the objective of stressing 


‘TAILOR- MADE’ 


GAS IS FEATURE 
OF SKELLY COPY 


(Continued from Page 1) 


no public announcement of this new 
property was made. 

The new gasoline with its high 
anti-knock rating was sold without 
any intimation to the buyers that it 
possessed any special quality. The 
company was waiting until the de- 
tails of its program for providing 
high test gasoline, adapted to each 
community, were perfected, so that 
it could deliver the specialized gaso- 
line at every one of its distributing 
stations. 

One feature of the service of pro- 
viding “tailor-made gasoline” is the 
use of eight test cars, equipped simi- 
larly to the two which made tests 
earlier, which travel over the states 
of the middle west, taking records, in 
order to provide data on which gas- 
oline can be adapted for any particu- 
lar section of the company’s terri- 
tory. These cars are all two years 
old, have about equal mileage, and 
range from Fords to Studebakers. 
They have been in the field six 
weeks, sending data daily to head- 
quarters. 

This is said to be the first effort 
on anything like the present scale as 
to minuteness of records and prompt- 
ness of response to discover just what 
qualities and characteristics of a 
gasoline are required for running a 
passenger car in a particular county 
—and then to provide the motorists 
of that county with that kind of 
gasoline. 


Teasers Start It Off 


The advertising campaign started 
the week of Nov. 20 with a series of 
three five-inch, double column teas- 
ers in newspapers throughout the 
territory, three different statements 
being used: ; 

“What is Skelly Going to Do?” 

“No other gasoline is like the New 
Product Skelly will announce No- 
vember 28!” 

“Look for the Skelly announce- 
ment November 28! A New Gaso- 
line!” 

The first announcement was made 
in page space Nov. 28 in all the dai- 
lies*‘on the list. It referred, how- 
ever, only to two of the three points 
This 
display hammered home the “all in 
one” feature, the combination of high 
test with high anti-knock quality in 
one gasoline, with the headline, 
“Skelly Gasoline is High Test, High 
Anti-Knock, All in One Gasoline.” 

Subsequent advertisements stress 
the “tailor-made” feature, telling of 
the elaborate manufacturing arrange- 
ments developed for the new product, 
the test cars for finding out what 
kind of gasoline serves best on the 
reader’s local roads, and the whole 
idea behind the new product. Each 
advertisement declares that the 
Skelly gasoline at local stations is 
tailor made for “Iowa,” etc. 

In addition to the two full pages 
used in all the newspapers on the 
list the first week, and the smaller 
space which is to appear. twice 
weekly in dailies during the re- 
mainder of the campaign, smaller 
copy has been prepared for weeklies, 
and slightly different copy is being 
offered to jobbers under a 50-50 ar- 
rangement. 

Tieing up with the smashing news- 
paper space is a-merchandising cam- 
paign of unusual completeness, which 
has not only won the wholehearted 
co-operation of dealers, but has suc- 
ceeded in definitely focusing public 
attention on the new product. 

Co-incident with the newspaper 
publication of the original teaser ad- 
vertisements, dealers displayed pillar 
posters asking, “Why did Skelly 
send out test cars?” and “What is 
Skelly: going to do?” Tags-on the 
backs of station attendants asked, 
“What’s coming?” ; 

The merchandising material ac- 


three points at the same time, by 


“TAILOR-MADE FOR 


YOUR SPECIAL USE" 
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OUR TEST CARS FOUND OUT 
the Exact Vapeorization Required for the State 
..sonw SKRELLY GASOLINE 
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IOWA 


The first full-page blast, appearing Nov. 28, said nothing about the 
"tailor-made" feature, leaving the introductory task to this adver- 
tisement, which appeared Dec. |. 


4. 


using, in most of the pieces, three 
phrases in three colors, on three dif- 
ferent lines. A ‘canopy banner, for 
example, 3 by 15 feet, has a first line, 
white letters on a red background, 
“Only ‘Skelly Gasoline is—” The 
second line is blue letters on white 
ground, “High Test, High Anti- 
Knock,” while the third-line is white 
on blue; “and Tailor-Made’ for Mis- 
souri’—the last phrase bearing the 
name of the state in which the dis- 
tributor is located. F 

Among the other pieces, which use 
these phrases in one form or an- 
other, and carry out the color scheme, 
are tank-truck banners; pillar ban- 
ners; parking posters, with the head- 
ing “Get it Here’; pump danglers; 
and driveway posters. 4 

Other reminder and point-of-pur- 
chase material includes tags for at- 
tendants’ backs, having only the 
phrase “Tailor-Made for Missouri’; 
tire covers for employes’ cars, with 
the heading “Get Going with new—”; 
and pump transfers, announcing 
“High test, no extra cost.” 

Preparatory to launching the cam- 
paign, all of the company’s 5,000 dis- 
tributors were provided with an el- 
aborate portfolio, considerably larger 
than a newspaper page, containing 
not only reproductions of the news- 
paper advertisements with explana- 
tions of placement and purpose, but 
also several pages directed pointedly 
to the distributors, explaining the 
entire program and helping them to 
realize its importance, significance, 
and possibilities for increasing busi- 
ness. 

One page bore reproductions of the 
headings of one or more-newspapers 
in each state where the company has 
distributors. There were also photo- 
graphs of W. G. Skelly, W. T. At- 
kins, vice president in charge of 
marketing, and John R. Bailey, sales 
manager, and letters from them; and 
a portrait of Emby Kaye, in charge 
of manufacturing, with his pledge to 
maintain the standard set by engi- 
neers. There were pictures of new 
equipment, and of the test cars. The 
whole story was dramatized in the 
portfolio; and its effect was evident 
in the quick response of distributors 
in requests for material. 


Feature Former Slogan 


On each page of the distributors’ 
portfolio was a logotype, “Skelly 
brings in 4 where 3 came in before.” 
This was a tie-in with Skelly’s 
previous merchandising efforts, 
which have centered about this catch 
slogan. 

An important phase of the mer- 


chandising program included meet- 
ings of distributors at which the 
whole project was dramatized. Nine- 
teen one-day meetings were held in 
various centers of the_ territory, 
drawing a total attendance of about 
4,000. In addition to Skelly repre- 
sentatives, prospective dealers were 
also invited. 

The meetings were put on by 
teams of nine men each, four of 
whom were drawn from the local 
Skelly organization. A group of 36 
men had been selected from the Kan- 
sas City organization and trained for 
a considerable time in advance, to 
provide the heavy work ‘of the pro- 
grams. Each headquarters team 
handled four meetings. All but one 
of these events were held within one 
week—the week of Nov. 14. 


New Dealers Sign Up 


The responses from prospects were 
immediate over the whole territory. 
In Kansas City, after the meeting, at 
which 500 persons were present, 14 
retailers, doing a total business of 


more than 2,500,000 gallons a year, 
signed up within three days. 

Among the problems that had to 
be solved before the publicity cam. 
paign could begin, was that of ag. 
suring distribution of the “tailor. 
made” gasoline to the communities 
for which it was produced. This 
required extensive arrangements 
both for manufacturing responsively 
to reports of test cars, and supplying 
the gasoline promptly. 

An incidental advertising problem 
was that of indicating the extent of 
territory for which special gasoline 
was provided. For simplicity, the 
statement used is that the gasoline 
is “tailor-made” for the state; ag a 
matter of fact, the modifications are 
provided for much smaller areas, 
Any community, even a part of a 
county, which has peculiar condi- 
tions differing from its neighbor, 
may have a_ gasoline peculiarly 
adapted to its conditions, and the 
gasoline received one month may dif. 
fer from that of the previous month, 
if changing conditions suggest a 
change. 


A\pverrisING is an 
investment—but you 
need not sit and 
wait for returns, 
Hook it up to the 
store or window— 
and watch dividends 
come in! 


EINSON-FREEMAN CO. %* 
"~ LITHOGRAPHERS 


Specializing 


so WAN OW and 


store diyplay 
adverfising 


NEW YORK... Starr & Borden Aves., Long Island City 


GUMNOABO. 4A, 555....02..-.--. ri leiy 
BOSTON, MASS........ 302 Park Square Buildin 
CHow,to Select and Registera 


TRADE MARK 


also HOW TO OBTAIN a 


PATENT ” s00% 


RIGHT 

Is Explained in my 
FREE BOOK 
Write to.. — 


Clarence A.D'Brien 


Registered Patent Attorney 
523A ADAMS BLDG. WASHINGTON,D.C. 


Distribution 


factory. 


advertising. 


trade outlets. 


To Concerns Who Want 


A high-caliber, high-power, scientifically man- 
aged, amply financed sales organization, well con- 
nected with various trade outlets, invites corre- 
spondence with manufacturers seeking retail and 
wholesale distribution throughout the Midwest. 
So complete are the facilities of the organization 
that all you need is an acceptable product and a 
After knowing your marketing needs, 
this organization will present to you a definite 
sales plan, provide the man-power, handle the 


NOTE—Correspondence is invited with any bank 
or banking group having clients seeking Midwest 


Address G. R. D., P. O. Box 665, Cincinnati, Ohio 


in Midwest 
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WOR to Increase Power 


WOR, Newark, N. J., owned by 
Bamberger Department Store, has se- 
cured permission to erect a new 
$75,000 broadcasting plant in Trem- 
lay, N. J. The station’s operating 

wer will be increased from 5,000 
to 50,000 watts. 


Joseph A. Sperry Dead 


Joseph A. Sperry, a former execu- 
tive and brother of one of the foun- 
ders of Sperry & Hutchinson Co., 
originators of trading stamps, died 
Nov. 24, at Cranford, N. J. He was 
17 years old, and had retired from 
the business six years ago. 


QUT IN FRONT 


New Type Folder 


Brings Product "Out in Front" 


Can you visualize the impression 
these “THIRD DIMENSION” folders 


will create 
prospects— 

Made of one sheet of paper—no 
gluing or pasting—can be made any 
size—more attention value than any 
ordinary folder—will not be thrown 
away but will be kept and examined 
often. This insures your direct mail 
receiving more attention than com- 
petitive folders—creating a more 
lasting impression and resulting in 
more sales. 

Let us submit ideas on how this 
new patented folder can bring your 
product “out in front.” Call or 
write— 


THE PRYOR PRESS 
633-639 nant _. Chicago 
PALL TAL AP LEA EERE IOS Ec AE AIO TES 


in the minds of your 


ou don’t buy a 
railroad ticket really; 
you buy transporta- 
tion...and Pittsford 
customers buy, not 
so many pieces of 
metal but a winning 
voice for their print- 
ed messages... . Let 
Pittsford typography 
help tell your story. 


y 


BEN C. PITTSFORD CO. 


A dvertising 
Typographers 


605 South Clark Street - Chicago 


Wabash 0-5-8-5 


ON AVIATION BOARD 


Merrill C. Meigs 


Chicago, Nov. 30.—With the an- 
nouncement yesterday that Merrill 
C. (Babe) Meigs, vice-president, The 
American Weekly, was elected a di- 
rector of Aviation Corporation, fol- 
lowing the successful fight of E. L. 
Cord, automobile manufacturer, for 
larger representation on the board, 
friends recalled that Mr. Meigs has 
more than a vicarious interest in 
aviation. 

He has held a transport pilot’s 
license for several years and has 
spent no less than 500 hours in solo 
fiights, using a plane extensively 
for business trips. He is also chair- 
man of Chicago Aero Commission. 

While Mr. Meigs is remembered as 
an All-American football player at 
the University of Chicago, where he 
graduated in 1908, he was an all- 
round athlete, playing on the college 
baseball team and being recognized 
as one of the greatest water polo 
players in the country. 

He became director of advertising, 
Chicago Evening American, in 1918, 
holding that position until 1926, 
when he became publisher of the 
Herald and Examiner, Hearst's 
morning paper in Chicago. He was 
named vice-president of The Ameri- 
can Weekly in 1930. 


Cincinnati Club 


Gives Scholarships 


Advertisers’ Club of Cincinnati 
awarded a scholarship for the second 
year in the certificate course in ad- 
vertising at the University of Cin- 
cinnati to Dorothy Evans, who held 
the highest scholastic average for the 
first year of the course. 

A similar scholarship for the third 
year was divided between three stu- 
dents because their grades were al- 
most identical. 


Edwards Heads T. E. A. 


R. J. Edwards, publisher of the 
Denton Record-Chronicle, was elected 
president of Texas Editorial Associa- 
tion at its annual meeting. Arthur 
Lefevre, editor, Texaco Star, Hous- 
ton, is assistant president, and R. F. 
Cates, Bartlett Tribune News and 
Jack Estes, Dallas News, are vice- 
presidents. 


Walberg Called to Duty 


Major C. E. Walberg, advertising 
and merchandising counselor, Mil- 
waukee, and member of the Selective 
Service Advertising Division of the 
War Department, has been summoned 
to Washington for two weeks active 
duty during December. Wm. H. 
Rankin, president, Wm. H. Rankin 
Co., is commanding colonel of this 
unit. 


Wins Poster Contest 


Georgianna E. Phillips, high school 
student, won first prize in the recent 
man-a-block employment poster cam- 
paign in Buffalo. Judges included 
Donald B. Wheeler, art director, Bat- 
ten, Barton, Durstine & Osborn; 
William Ferris, Whitmier-Ferris Co., 
and William Pollack, president, Pol- 
lack Poster Co. 


Starts Poster Firm 


G. K. Moore has started Vivatone 
Poster Display Advertising Company 
at 132 Turk St., San Francisco, mak- 
ing window display aed general ad- 
vertising posters. 


SUE FOR USE OF 
‘TWENTY GRAND’ 


Louisville, Ky., Dec. 1—A contest 
for the right to use the trade name 
“Twenty Grand” for cigarettes 
entered the courts this week as the 
Fortune Tobacco Co., New York, 
filed suit against the Axton Fisher 
Tobacco Co., claiming prior use of 
the name. Bruce & Bullitt, attorneys, 
are representing the New York firm 
locally. 

The Fortune Tobacco Co. claims it 
secured right to the use of the name 
Twenty Grand from Mrs. Payne 
Whitney, owner of the famous race 
horse, that it had produced and mar- 
keted cigarettes under the name 
prior to the Axton Fisher interests 
getting their product into manufac- 
ture, and that, while the Axton 
Fisher Co. held prior registration, it 
did not make cigarettes under the 
label until after the New York prod- 
uct was on the market. 

The Axton Fisher cigarettes were 
introduced in the middle- West and 
a large volume of sales was quickly 
built up through regular trade chan- 
nels. The trade territory has been 
steadily expanded as production 
capacity permitted. 

The New York firm’s pack has 
been distributed in the North At- 
lantic territory through clubs, hotels 
and exclusive retailers. It sells 20 
for 15 cents, while the Louisville 
company’s product is 20 for 10 cents. 


Sage Recovers 


Harold Sage, director of publicity, 
Detroit-Leland Hotel, is recovering 
from a fractured skull received when 
the automobile in which he was rid- 
ing struck a safety zone post in 
Cleveland. 


Quality Movement 
Booklet Is Ready 


The National Retail Dry Goods As- 
sociation, New York, has published a 
brochure explaining the National 
Quality Movement, a unified effort 
on the part of leading retailers to 


improve quality of merchandise, 
service and advertising in retail 
selling. 


The booklet is distributed with 
sample advertisements prepared for 
the good of the cause by leading New 
York copy writers, including Bruce 
Barton, Dorothy Swenson, I. A. 
Hirschmann, James Goold, F. W. 
Spaeth and Harford Powel. 


Arthur Thompson Dies 


Arthur W. Thompson, 53, account 
executive in the Philadelphia office 
of Geare-Marston, Inc., died Nov. 26 
after a brief illness. 

He was associated with advertis- 
ing agencies in New York and Phila- 
delphia for more than 30 years, 
spending several years each with 
N. W. Ayer & Son and George Bat- 
ten Co. 


H. F. Branstater and 


K. E. Hammond in Agency 


H. F. Branstater and K. E. Ham- 
mond have pooled their extensive 
experience in general and specialized 
advertising and sales management. 

They have opened an agency at 
230 Park Ave., New York, and will 
specialize in accounts requiring pro- 
fessional purchase or approval. The 
telephone is Murray Hill 2-3663. 


Expect Sales Tax 


Oklahoma business men are expect- 
ing a two per cent general sales tax 
to be introduced at the first session 
of the state legislature Jan. 3. 


Houbigant Appoints 


Houbigant, Paris and New York, 
has appointed the Lawrence C. Gum- 
binner Advertising Agency, New 
York, for Houbigant and Cheramy 
products, effective at once. 


Calkins Urges Greater 


Reliance on Trademarks 


A trusted trade name or mark is 
essential in identifying dependable 
goods, Ernest Elmo Calkins asserts 
in an article, “False Bargains Betray 
Us,” in the December issue of At- 
lantic Monthly. 

“To protect himself, the customer 
should look for the name of the 
maker. He should not buy anything, 
however low the price, unless he 
knows that it is made by a manu- 
facturer with a reputation for integ- 
rity,” the article asserts. 


Advertising Appears 
On London’s Clouds 


Utilizing the heavy, low-lying 
clouds for which London’s climate is 
noted, an English firm has developed 
a new advertising medium by pro 
jecting advertisements on the clouds 
with powerful searchlights. 

It is planned to make the medium 
an aerial newspaper later by alter- 
nating news items with advertise- 
ments. 


A. B. P. Prepares Case 
Record of Advertisers 


Associated Business Papers, Inc., 
through its members, is compiling a 
case list of advertisers who have suc- 
cessfully used member papers, which 
will be prepared in folder form and 
issued to members. 

The cases are being built around a 
list of “25 reasons why advertisers 
use merchandising papers.” 


Death Takes H. L. Busch 


Henry L. Busch, of the T. K. 
Kelley Sales System, Minneapolis, 
died suddenly Nov. 27 as he was 
about to undergo an operation at 
Glens Falls, N. Y. 


Baker to K. E. A. 


A. L. Baker, formerly with the ex- 
tension department of Oklahoma Uni- 
versity, has been named field secre- 
tary of Kansas Editorial Association. 


The List of Contents 
Includes All Divisions of 


Domestic and Foréign'Trade 
Banking, enon 


and Debits 
Failures and Credits 
Public Utilities 
Communications 
Transportation 


Commodities 
Textiles 

-| Buildings 
Also — 


for the past 10 years. 


Manufacturing and Industry 


Complete economic and com- 
mercial reviews and digests, 
covering business history for 
the past 12 months, and 
‘ where figures are available, 


major industry. 


during 1933, 


The Bradstreet Company. 


consulted throughout 1933. 


Published by ) 
THE BRADSTREET COMPANY _ 
Since 1849 America’s Leading Credit Rating Bureau | 
148 Lafayette Street, New" York ‘ 


$1 per copy, if ordered before De- 
cember 20; after that date, 


$2. 


‘oe 
Subscribers to BRADSTREET’S | 
WEEKLY will receive the Annual | 
Number without extra charge. | 


cas 


What Do | 
The Records Show? 


In text, charts, graphs and tables, the Annual Business 
Year Number of BRADSTREET’S WEEKLY presents 
a most comprehensive black and white record of every 
It deals exhaustively with a hundred 
separate divisions of domestic and foreign commerce 

. provides business men with a reliable basis for reach- 
ing important decisions and forming sound opinions 


Nearly a hundred acknowledged authorities in their re- 
spective fields have contributed their views on subjects of 
current and long-range interest. 
sent an authoritative, well-informed: consensus, fortified 
by statistical data of unquestioned accuracy furnished by 


? bes 
The partial list of contents shown opposite indicates the 
comprehensive editorial scope of this Annual Number of 
an authoritative’ business weekly. 


“As an advertising medium, this Annual Number possesses unusual 
value for organizations with products or services that appeal par- 
: ticularly to important business executives. 
more than 50,000 leaders with vast purchasing power. It will be 


Advertising forms close December 20 


BRADSTREET’S WEEKLY 
148 Lafayette St., N. Y. C. 


Gentlemen:—Please send me........ copy (ied) of “the 
“Annual Number of BRADSTREET’S WEEKLY. p enclose 
ee ACs in payment— 

—— OR —— 


I wish to subscribe to BRADSTREET’S WEEKLY on 
the following terms: 1 year..$5 2 years. be "3 years. .$10 


Their opinions repre- 


It will be read by 


USE THIS COUPON— — — — J LL 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


FAMOUS SLOGAN SERVES RELATED LINES BRINGING HOLLYWOOD TO MAIN STREET 
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This complete talkie studio, built by Metro-Goldwyn-Mayer at a cost of $150,000, has been sent ona 

tour that will take it all over this country in 1933, and eventually to foreign lands. Much of M-G-M's 

promotion, including a country-wide contest for movie-struck boys and girls, will revolve around this 
traveling studio during the next year. 


For more than ten years, the name “Crontey ” fas beeen cn casts nvdin 
toms ! 
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TO CUT CREDIT LOSSES HERALDING LOWER WILLYS PRICES 
THE CROSLEY BADIO CORPORATION 


Your GROCER 
Peet Be Prt ao th ti Sin om has The pri ee of 


Crosley Radio Corp., Cincinnati, played up all its products, including CONFIDENCE 
not only domestic and auto radio lines, but electric refrigerators and in 
YOU 


its newest product, the Temperator, with this page in the current 
— 
sx a is down vy 
Oo 


issue of "Saturday Evening Post." (Story on page 8.) 
The convenience of Credit is of inestimabie value to the busy 


CUTS COST OF PAYING BILLS 


* Sig ‘ Credit is of value to every household end es such should be 
re ‘This Check in Payment of the Pe j pee Aaa sore 
§ ” i " * Your Grocer through b fidence in You has aranted pou 
} Y ; ‘cur Groce th bs confidence ‘ou has 9 
23 ee 5 No... ¥ Crec't—Plus dependable service and quality merchendye 


always priced right. 


=i THE OMAHA ae 
. RETAIL GROCERS ASS'N, E RA 3 }- 
=o Retail grocers of Omaha are using iia: } 


Car prices 
a must come down 


7 ae a 


In granting you Credit, the Grocer hes confidence that You 
will meet your bills promptly—so that he ‘may meiaein he : : 
position in the business of the community. 


ALWAYS PAY YOUR 
GROCERY BILL PROMPTLY 


“, a: 


7 
ag 


ig 
25 To The Fletcher newspaper space to decrease losses 
# American National Bank : Gododaelimbiatne ¢ 4 from customers who buy on credit. 
ay 20-1° SRS pee S Copy will run weekly for an indefi- This type of 100-line copy for Willys-Overland Company is appearing 
coe at Atl th Re EROS NG Le chee | nite period. in newspapers, in advance of new model announcements. 


Deubener's Shopping Bag, Inc., Garfield Park, Indianapolis, has 


applied for a patent on this unique government post card check. SOLVING ONE BATHROOM PROBLEM 


CHICAGO RETAIL STORES SPONSOR TOY PARADE 


State Street stores sponsored a parade for children Nov. 26 to usher in the Christmas shopping mw 
season. Sears, Roebuck & Co., operating six retail stores in the city, held neighborhood parades of Manufacturers of goods packed in tubes have noted with satisfac 


their own on the two preceding days, joining in the State Street windup on the third day.. The photo tion the advent of this tube tray promising a new era of orderliness 
shows some of he floats in the Sears parade. 4 ated in bathroom pot 
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